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hinspet (ilued-{ p Panels 


The new wonder panels — fabricated by 
electronic resin gluing from small, clear 3/4," 
thick vari-grained, contrasting light and dark 





pieces of Kinzua Ponderosa Pine. Sizes up 
to 28" wide and 72" long. 


Really beautiful finished natural for— 


e Kitchen Cabinets e Built-in Buffets 

e Breakfast Nooks e Window Seats 

e Mantels e Built-in Bunks 

e Built-in Book Cases _— e Built-in Dressing Tables 
e Corner Cabinets e Basement Bars 


Saw, nail and plane like any other lumber. 


INVESTIGATE TODAY! 


Big Market 
in 
Homes 
Restaurants 
Tearooms 


Cocktail 


Lounges 
Stores 
Offices 
Libraries 
Schools 


SHIPPED IN KINZUA MIXED CARS 


Along with Kinzua "Quality Guaranteed" Ponderosa 
Pine bevel siding, ceiling, finish, knotty pine panel- 
ing, boards, Kinzua glued-up Floor Blocks, Fir and 
Larch boards and dimension. 








KINZUA PINE MILLS CO. 
KINZUA, OREGON 


MEMBER NATIONAL WOODWORK MFRS. ASSN. INC. MEMBER WESTERN PINE ASSOCIATION 
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fair wages and profits to all who serve in the industry. 

2—Coordination of all production, marketing, research and professional activities 
concerned with the development, sale, and delivery to the consumer of building 
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4—Perpetuation of the American ideal of a free people as the basis of a more 
abundant and meaningful life for all. 

5—Informative, educational and merchandising-minded journalism and service 
toward these ends. 
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Superior Sash can be in- 
sertedinlessthana minute 
—and can be repeatedly 
removed and replaced 
without damage to the 
weatherstrip. 





i 
,— ‘= 
y 





Superior Frames are easy 
to install. Several window 
openings can be com- 
pleted in an hour. 








Wr = g [he distinctive 
im SUPERIOR 
weatherstrip 


Why the ‘Superior Window is Superior... 


The Superior Unit Wood Window is Easy-To-Install, 
Weathertight and made to Serve a Lifetime. It con- 
sists of a patented “jamb-liner’, that automatically 
compensates for all possible swelling and shrinking 
and facilitates free, smooth sliding sash. 

The Superior is a completely weatherstripped 
window and frame in which the sash can be installed 
before or after plastering and removed anytime with- 
out loosening the weatherstrip. 

The Superior is produced from throughly kiln-dried 
Ponderosa Pine and is chemically-treated with a toxic 
solution in strict accordance with NWMA standards. 


CARR, ADAMS & COLLIER CO. 


BILT WELL Dubuque, lowa 
WOOD FY WORK Wanufacturers of the But-Well Line 


Superior Unit Wood Windows ¢ Exterior & Interior Doors « Entrances 
and Shutters « Clos-tite Casements « Carr-dor Garage Doors « Base- 
ment Unit Windows e Louvers & Gable Sash « Breakfast Nooks 
Combination Doors e Screens & Storm Sash ¢ Corner (China) Cabinets 
e Gli-dor Cabinets ¢ Ironing Board Cabinets « Mantels & Telephone 
Cabinets e Multiple-Use & Linen Cabinets « Stair Parts. 


* Optional . . Superior Windows can 
be ordered equipped with Bilt-Well 
Storm Sash and Screen Units. 
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News Briefe for the Busy Reader 


Retail stocks in all lines—after seasonal adjustments are allowed—declined 
by about half a billion dollars during December. Source of the informa- 
tion, the Department of Commerce. 





Actual retail inventory decrease in December was more than two billions; 
but seasonal adjustment, for purposes of comparison, wrote off three-quar- 
ters of the amount. Building material inventories took a notable drop. 





Prices, except possibly of food, are not likely to decline much in 1950, 
says the National Association of Credit Men. Better not wait for lower 
prices, adds the Executive Manager. “You may be left with empty shelves.” 





The Commerce Department says the total of new construction in January 
was one and a half billion dollars; an all-time record for January. 





National security arguments are used to promote all sorts of Federal pro- 
grams. Natural resources development; accumulating “emergency stock- 
piles” of farm products; even loans to house prefabricators. 





A Senate group recommends the formation of a half-billion dollar corpora- 
tion to make loans and offer technical assistance to small business. Hear- 
ings probably will be held soon. 





The group says that insufficient financing and inability of small business 
to gather the technical data needed to develop new products and improve 
operating methods are the two chief sources of small-business troubles. 





A Senate subcommittee is holding hearings on a bill to bring unions defi- 
nitely under anti-trust laws. The bill will not be enacted this session; but 
the way will be prepared for future action. 





Lumber, plywood, cedar shingles and hardwood flooring are showing firm 
to strong price trends as the result of winter weather, widespread off-sea- 
son building, and production cutbacks in the South due to the minimum 
wage law. 





New construction for January totaled $1.5 billion, 16 percent above Janu- 
ary a year ago and a new record for the month. Of the total, $1.1 billion 
was private construction, and 60 percent of that amount was spent for 
homes. A fine showing for the light construction industry. 
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HARDWOOD FLOORING 


Shipments during 1950 to 
date set all-time record 


Shipments of hardwood flooring 
in the nation’s two major producing 
areas during the first five weeks of 
1950 reached an all-time high for 
the period of 83,761,000 board feet, 
22 per cent above those for the cor- 
responding weeks last year, Secre- 
tary Henry H. Willins of the Na- 
tional Oak Flooring Manufacturers’ 
Association reports. 

He said that approximately 95 





percent of the volume consisted of 
oak, the type of flooring used most 
extensively in home building. The 
remainder was made up chiefly of 
hard maple, beech, birch and pecan. 
About 90 percent of the country’s 
hardwood flooring supply. comes 
from the two areas, the Southern 
and Appalachian regions, he said. 

The five-week total was 21 per- 
cent greater than in the same pe- 
riod of 1948, the year in which a 
record 795 million board feet were 
shipped. Total shipments last year 
were more than 785 million board 
feet, off only about 1 percent from 
the all-time high. 

Willins said the 16,752,000 feet 
average for the first five weeks of 
1950 was 10 percent greater than 
the weekly average of 1949. Nor- 
mally, January and February are 
low production and shipment 
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tows Your Supyoly 


OF THESE POPULAR PROFIT-MAKERS? 


—/Va-WAY 


WEATHER STRIP 


Easiest strip to sell because it’s the 
easiest weather strip to put on. 
Can be used on most any type 
window, storm sash or door. Comes 
in attractive display carton con- 
taining 12-20 ft. rolls, each with 
nails and instructions. Really a 
fast seller—so keep well supplied! 








BRASS AND FELT DOOR BOTTOM WEATHERSTRIP 


The biggest door bottom value you can offer your 

customers. Made of wool felt and extra heavy 

gauge brass. Furnished in standard lengths— 

32”, 36”, 42” and 48”—packed 1 dozen same 

length to carton. Available in either brass 
or aluminum. 


Lea 
LD Nu-ArtT 


THRESHOLDS 


These attractive thresholds can play a real role 
in your sales picture! Available in a wide 
variety of types and sizes. Three most popu- 

lar types are pictured above. Furnished in 
either brass or Alacrome, with holes drilled, 
screws furnished. Each threshold individual- 

ly wrapped in standard lengths up to 144”, 











GOT YOUR 
NEW 1950 CATALOG? 


Our new 1950 Catalog is just 
off the press. If you don’t 


have yours yet, send for a 
free copy! 


Mack hay. These empties i 
au SPEED 


1S AMERICA’S FAVORITE CALKING©2 
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Wa-GARD automatic poor sortor 


This new, improved automatic door bottom and drafi 
eliminator is the most efficient, most practical door bot 
tom of them all! Felt section automatically raises td 
clear carpet when door opens. Standard length® {t wil 
available in individual cartons with necessary screws§ putty. 
and instructions. custor 


put!” 
and re 
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Your old friend—the leader in weather strip sales for 
nearly 30 years! Conveniently packaged in sets for win- 
dows and doors in individual cartons. A perfect over- It ca 
the-counter sales item. calki 
selle 
busit 
quar 
gall 
you 


DRIP CAPS FOR DOORS AND CASEMENT WINDOWS 


Very effective for keeping rain 
from dripping and running under 
doors and wood casement win- 
dows. Very easy to install, no 
special rabbeting required. Fut- 
nished in either brass or alumi- 
num in any lengths desired. 









NATIONALLY ADVERTISED 


Consistent advertising in leading national 
‘magazines tells millions of readers to 
buy these quality products from 
you. Keep well supplied! 

















































ectell the story— 


InqcCOMPOUND! 


The most efficient, 
most practical calking 
load on the market! 


larity of Nu-CALK SPEED 
LOAD just take a look around 
a construction job that’s being 
calked. You'll see “empties” 
galore all over the lot! 
Nu-CALK SPEED LOAD 
reached this pinnacle of pop- 
ularity because it’s practical 
and so easy to use. The spe- 
cially designed cap insures 
perfect contact with gun noz- 
zle — can’t pull loose from 
fibre board tube. Glassine- 
lined container is air-proof, 
moisture proof, practically 
vacuum packed. Always has 
a smooth, even flow and easy 
trigger action. 


If you need proof of the popu- | 












(i Glare WNa-Glaze 
OTTON “ARziING COMPOUN? 
id draft an 
oor bot 
aises td 
length Yt will pay you to sell Nu-Glaze instead of 
Screws® putty. You make bigger profits! You satisfy 
ot customers because Nu-Glaze always “stays 
és 
od 
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GLAZING COMPOUND 

















put!” Nu-Glaze is time-tested, sells fast 
and repeats. 
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CG-4 SPEED LOADER 
Here’s the other half of this 
unbeatable combination. Re- 
tails for only $1.95. It’s 
light, sturdy, fool-proof! 





It can't be beat! It’s the “standard of 
calking compound quality.” A_ best 
seller for many years—builds repeat 
business. Available in 1% pint, pint, 
quart, gallon, 5-gallon cans. Also 55 
gallon drums. Nu-Calk will never let 
you down—order today! 
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CG-3 STANDARD 
Still favored by experienced 
calking appliers. Has easy trig- 
ger action and powerful piston 
action. Fitted for use with either 
Nu-CALK SPEED LOADS. or 
bulk calking. 


10 LOADS TO A CARTON! 


Packaged 10 loads to each car- 
ton (approx. one gallon) and 
4 cartons per shipping case. 
Freight allowed on 8 cartons 
or more. 


ORDER NOW—Your order will be shipped same day received! 


MACKLANBURG-DUNCAN CO. 


OKLAHOMA CITY 1, OKLAHOMA 
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months. Reversal of the usual pat- 
tern was due partly, he said, to the 
unseasonably high volume of home 
construction in January and partly 
to the fact that oak flooring is be- 
ing used in a greater percentage of 
dwellings than heretofore. 

“The latter trend seems to be 
particularly apparent,” he declared, 
“in the shipments figure for the 
week ended Feb. 4, the latest avail- 
able. In that week 17,908,000 
board feet were shipped. This was 
33 percent more than in the corre- 
sponding week last year and 17 per- 
cent more than the weekly average 
for the year. It was greater than 
the weekly average for every month 
last year except October, when an 
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all-time high rate of 18,310,000 feet 
was established.” 

The trend toward more extensive 
use of oak and other hardwood 
flooring in dwellings has been in 
evidence for several years, accord- 
ing to Willins. Approximately 30 
percent more of the material is 
going into homes than during the 
height of the building boom of the 
1920s. 


Once used principally in homes 
of high quality construction, oak 
flooring today is being employed 
widely in low-cost housing as well. 
Noted for its durability and natural 
beauty of grain, the material is 
available in several grades which 
differ principally in appearance. 

Many builders of low-cost hous- 
ing, rather than utilizing substitute 
materials, are installing economy 
grades of oak, according to Willins. 
In thus meeting one of the popular 
demands for quality features, they 
provide their houses with added 
sales appeal. 


Productive capacity of the hard- 
wood flooring industry has been ex- 
panded considerably since the early 
postwar days when the shortage of 
oak flooring was acute. Despite the 
unusually heavy demand, therefore, 
manufacturers anticipate no seri- 
ous difficulties in providing ade- 
quate supplies, Willins said. 
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REMODELING 


Market in 1950 may nearly 
equal sales for new houses 


The condition of existing homes 
in all parts of the country appar- 
ently is being improved at a con- 
siderably faster rate than has been 
estimated in the past, James M. 
Ashley, president of the Producers’ 
Council, national organization of 
building products manufacturers, 
stated recently. 

“Expenditures for moderniza- 
tion, repair, and remodeling of 
homes this year may come to as 
much as $6 billion, or not far below 
the amount expected to be spent 
for construction of new - homes,” 
Mr. Ashley said. 

“This high figure is well in ex- 
cess of estimates issued for previ- 
ous years by various sources, but 
is borne out by analysis of careful 
studies of consumer expenditures 
made by the Federal Reserve 
Board, by Census Bureau reports 
of housing improvements, and by 
the high rate at which building ma- 
terials and equipment are being 
produced and utilized. 

“It is obvious that many thou- 
sands of home owners have been 
making major improvements in 
their properties by replacing obso- 
lete plumbing fixtures, installing 
new heating plant and air-condi- 
tioning equipment, putting on new 
roofs, installing insulation and 
weather-stripping, and adding new 
bathrooms and other rooms. 

“The modernization of existing 
housing is expected to continue at 
a high rate in 1950, in view of the 
continued high level of incomes, the 
ready availability of building ma- 








terials and equipment of all types 
and the ample labor supply. 

“Regardless of the large amount 
of residential modernization which 
has taken place since the end of 
the war, there still are millions of 
older homes which need recondi- 
tioning and lack many of the con. 
veniences, comforts, and economies 
found in new housing being built 
today.” 


BUILDING AWARDS 


January construction figure 
runs six percent over year ago 

F. W. Dodge Corporation re 
ported recently that contracts 
awarded for building and heavy en- 
neering works in the thirty-seven 
states east of the Rocky Mountains 
last month amounted to $730,855,- 
000, a drop of 21 percent from 
December and an increase of 51 
percent over January of last year. 

Nonresidential awards amounted 
to $235,294,000 in January to show 
a decline of 22 percent from De- 
cember and an increase of 6 percent 
over January a year ago. All ma- 
jor nonresidential classifications 
were off from December’s total ex- 
cepting social and_ recreational 
building. Compared with January 
of last year, educational and sci- 
ence building awards were up 67 
percent, and slight gains were re- 
ported for religious building but 
other classifications were off, the 
sharpest decline being shown for 
commercial buildings. 

Residential contract volume 
amounting to $343,501,000 last 
month reflected an 18 percent de- 
cline from December and a gain of 
116 percent over January a year 
ago. Both apartment house and 























































































CAN YOU TOP THIS? 









































EDWIN F. FISCHER, treasurer, Mid-City 
Lumber company, Milwaukee, Wis., is 
pointing to one of the 36-inch Northern 


February 


white pine flitches in the Mid-City shed. 
These flitches, now a rarity, are 20 years 


old. 
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.--to sell more window glass 


It will pay you to stock your window glass, merchandise it, cut it—right on 


your selling floor. Properly displayed, it is a ‘“‘stopper”—and a profit-builder. 


Your profit on window glass, coupled with the faster turnovers made possible 
by a good display, can make window glass a leading item for you. 

Here’s how you can get started. Ask for the free L-O-F plans and specifica- 
tions for a display storage rack to fit your needs. Then build it, install it— 
and you're all set to cash in on extra window glass sales. 

Of course, you'll want a good stock of the easier cutting L-O-F Window 
Glass (the kind with the famous nationally advertised trademark). For advice 
on what quantities of the fastest selling sizes to stock, call your nearest L:O-F 
distributor. You can get your display plans from him, too. No obligation, of 
course. Libbey:Owens:Ford Glass Company, 1225 Nicholas Bldg., Toledo 3,0. 
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glass display unit plans. 


COMPANY: NAME 


IMPORTANT: Mail this coupon to your L-0-F glass distributor. 


Please send me the book, “Greater Window Glass Profits”, containing L-O-F window 





Send for 
display rack . 
plans TODAY. 


STREET ADDRESS 


REQUESTED BY___ 


CITY. _____ POSTAL ZONE 


(Please Print) 


STATE 
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MOTO-TRUC 


Motorized 
Battery Operated 
TELESCOPIC 
HI-LIFT TRUCKS 


Photos courtesy of Lumber Deal- 
ers Supply Co., Libertyville, Ill. 


cost is low. 


handle. 


Moto-Trucs are safe. 


tors and loads. 


Constant traction. 
wheel down on floor. 


BUILDERS SU PPLY 
DEALERS az: 


to the MOTO- 
| TRUC 


Read all about Moto-Trucs. 
HI-LIFT TRUCKS « PALLET TRUCKS « PLATFORM TRUCKS 










COAT QnA 
CrEezaucHnH 


DDeaces. 


Moto-Truc_ Tele- 
scopic Hi-Lift Truck 
lifting a 2,500 Ib. 
load by push but- 
ton in the end of 
handle, for a frac- 
tion of a cent. 











Insulation board handled from loading dock to 
storage pile, by one man, at amazingly little 
power cost. 


@ Moto-Trucs are meeting a long felt need in many places — because 
less aisle space is needed, more space is gained for storage, and power 


Moto-Trucs are amazingly easy to handle. You get two speeds forward 
and two speeds reverse by a turn of the wrist on easy grip roller type 
Push buttons in the ends of handle operate the hydraulic lift. 


With 4-wheel load support, dead man controls 
and other safety features, they are the utmost in protection for opera- 


Patented articulating hinged spring unit holds drive 


Write for Literature. 













Shs MOTO-TRUE Co: 


1953 E. 59th Street 
CLEVELAND 32, O10. 


— ORIGINATORS OF 
MOTORIZED HAND TRUCHS 
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house construction 
were up substantially over January, 
1949. 

Heavy engineering awards 
amounted to $152,060,000 — las 
month, or 27 percent less than jp 
December and 49 percent more than 
in January of last year. 









SCHOLARSHIPS 


Lumber manufacturer's group 
to aid forestry students 


The National Lumber Manufae- 
turers Association, Washington, 
D. C., has announced the establish- 
ment of several competitive scholar- 
ships to be awarded to forestry stu- 
dents specializing in wood utiliza- 
tion. 

Up to four $400 summer research 
scholarships for training in the 
Timber Engineering Company 
Laboratory, Washington, D. C., will 
be awarded. 

R. A. Colgan, Jr., Executive Vice 
President, National Lumber Manv- 
facturers Association, in announc- 
ing the contest stated that receipt 
of applications will be closed on 
March 1, and the awards will be 















BUILDING MATERIAL PRICES 


foe. ex Wholesale Prices of Buildi ing Materials in the 
og United States, 1914-1949 
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made on March 31. The training 
period in the laboratory will be 
from June 26 through September 1, 
1950. 

The aim in offering these schol- 
arships is to: advance further the 
lumber industry’s cooperation with 
the schools of forestry to the end 
that a growing number of young 
men will be trained for opportuni- 
ties for private employment in the 
forest industries. Each accredited 
and listed Forestry School is en- 
titled to nominate one candidate. 
Awards will be made on the basis 
of individual qualification and rec- 
ommendations of the Deans of the 
various Schools of Forestry. 

The NLMA hopes that the results 
in awarding these scholarships in 
1950 will be so successful that simi- 
lar awards can be continued in the 
coming years. The establishment 
of the scholarship is expected to 
provide a systematic means for de- 
velopment of technically trained 
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GET THIS BEST SELLER! 


It's one of the fastest selling all-wood flush doors on the 


e Vice 

Manu- market today. It is going into new homes, office buildings, 
wae hospitals and public buildings all over the nation. If you are 
ed on not selling the best seller . . . investigate the sales possibilities 
rill be of the THOMASON Flush Door in your territory. 















In addition to the Gumwood-faced door that provides a satin- 
smooth surface for easy painting, the THOMASON Flush Door 
comes faced with veneers of Mahogany, Walnut, Oak and 
Birch. Only the finest quality domestic and foreign face veneers 
are used in the manufacture of the THOMASON Flush Door. 
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: le CUTAWAY VIEW 
er| SHOWING ALSO MADE FOR EXTERIOR USE 
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yung DON T DELAY eeee Like the door for interior use, the one 
‘unl- WRITE US TODAY FOR NAME aes 

the OF YOUR NEAREST DISTRIBUTOR for the exterior is all wood and has been 
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pe water - proofed. This door is available 
e either plain or with any one of the three ' 
asis i 
‘ie SOLD ONLY THROUGH DISTRIBUTORS standard patterns of light opening. Also : 
the fF 

MANUFACTURED BY 
now available is the THOMASON Flush 

ults 
- in Door with a solid core, faced with all types 
a of veneers, for use in office buildings, 
- PLYWOOD CORPORATION hotels, hospitals and public institutions. 
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young men who can materially con- 
tribute to the progress of the 
modern lumber business. 


MARKETS 


All lumber markets reacting to 
production slowups; high demand 


Although most Western produc- 
ing areas are now recovering pro- 
duction losses suffered at the hands 
of old man Winter, demand is sail- 
ing along at a good clip and prices 
have eased upward in many in- 
stances. Many small loggers and 
mill operators in the south are ap- 
parently going out of business with 
the advent of the minimum wage 
law. These factors, combined with 
good building weather in many 
areas, keep the lumber, plywood, 


shingle, and hardwood flooring 
markets tight. 
Most other building products 


are in good supply. 

TACOMA—A general resump- 
tion of operations by lumber mills 
throughout this area has been the 
most encouraging development of 
the past week. For most of the 
plants, resumption followed imme- 
diately upon the break up of the 
cold spell that halted production for 
approximately three weeks. How- 
ever in at least two instances re- 
opening was delayed because of 
storm damage. One of these, the 
Dickman bill, reopened last Monday 
following completion of repairs. 
One of the first water borne ship- 
ments to leave the mill was 600,000 
feet on board the Mankato Victory 
destined for Israel. Incidentally, 
this was the third shipment to leave 
here for Israel, two others having 
gone out in December. The Defi- 
ance mill is scheduled to reopen 
Monday, but two small water borne 
cargoes were loaded at the Defiance 
dock during the past week for the 
east coast. However log supplies 
are getting shorter and the general 
woods outlook is such that supplies 
are not expected to be good before 
the latter part of March. Such ves- 
sels as are loading are picking up 
their cargoes a few hundred thou- 
sand feet at a time by calling at va- 
rious ports in the Puget Sound 
area. The scramble of mills to pur- 
chase publicly owned timber con- 
tinues. A case in point was the 
purchase yesterday by the Ray- 
mond Lumber Company of South 
Bend, Wash., of 14,723,000 board 
feet of timber on Willapa Harbor 
for $89,860. 


SEATTLE—January just ended 
set new records for cold and snow 
in Washington and Oregon. Seat- 
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W. C. ABENDROTH, recently re-elected 
president of the Maple Flooring Manu- 
facturers’ Association. 





tle had the lowest temperatures and 
largest fall of snow in 60 years. 


Result is that practically all log- 
ging camps are down and many 
mills. This is particularly true 
of interior mills where snowfall 
reached depths of five feet and 
more. Green mills in Oregon are 
virtually all down. Shingle mills 
in Washington, particularly in the 
northern part are down. 

The heaviest snowfall thawed out 
quickly with a heavy rain; the 
snow and the rain together 
amounted to more than five inches. 
This has left many county roads in 
very bad condition. Many have 
had to be closed to traffic. Most be- 
lief is that it will be two months 
or more before this area fully re- 
covers from the unusual winter. 


Demand-prices—“Chaotic” is the 
most commonly heard description 
of the market. Few are willing to 
estimate prices. One informant 
believes prices have advanced $5.00 
over December and early January. 
Shingles are at least $1.00 higher. 
Most mills do not want orders. 
They are having a hard time filling 
already swollen order files as a re- 
sult of production difficulties. Many 
are not in full operation. Wholesal- 
ers point out that the winter is not 
over yet; often heavy snows come 
in February. 


It is likely water shipment fig- 
ures will show a healthy increase 
during this cold period. 


Supply—Many items are hard to 
get. With green mills mostly down 
suppliers of their products are low. 
Transportation difficulties are slow- 
ing deliveries. Mills are inclined 
not to quote. 














KANSAS CITY — Decideg 
strength was manifest in lumber 
markets in the Southwest in the 
last two weeks, with prices advane. 
ing as much as $10 a thousand jy 
some select items while numeroy 
gains of $2 to $5 a thousand were 
posted by the major mills. 

The increase in lists reflected 
higher operating costs stemming 
from the minimum wage law which 
went into effect late in January and 
the extremely bad weather which 
retarded production. Yards were 
showing more interest in replace. 
ments as the market began moving 
up. 

A number of mills which nor. 
mally work on a 45 to 50-hour week 
have made known they will not 
work over 40 hours in order to 
avoid the excessive over-time pay. 
However, a higher price level and 
a sustained demand would more 
than offset the wage charges, they 
said. 

The rains have been general 
throughout the area and mills are 
unable to work full time. The log 
supply is running low at some 
points as crews cannot get into the 
forests. 

Such key items at No. 2 bonds, 1 
by 8’s were bringing $76 a M, or 
$1 to $3 more than two weeks ago. 
The 1 by 6’s were selling at $73, 
compared with $70 to $72 in 
January. 

In the dimension class, 4, 6 and 
8-inch stock commanded $72 a M, 
against $70 throughout most of 
January. The 4, 6 and 8-inch fin- 
ish lumber sold from $150 to $155, 
up as much as $5 a M, and No. 1 
boards (cheap finish) moved at 
$100 a M, up $5 to $10 from two 
weeks ago. C & btr. flooring was 
running at $150 a M. 


The increases generally were for 
kiln-dryed stock. Air-dryed materi- 
als were about unchanged in price 
and lists showed virtually no 
change on the East side of the Mis- 
sissippi. 











WEST COAST 


The weekly average of West 
Coast lumber production in Janu- 
ary was 133,342,000 b.f. or 81.8% 
of the 1945-1949 average. Orders 
averaged 213,633,000 m.f.; Ship- 
ments 148,095,000 b.f.; Weekly 
averages for December were; Pro- 
duction 184,427,000 (113.1% of the 
1945-1949 average); Orders 174,- 
994,000 b.f.; Shipments 187,113,- 
000 b.f. 

Four weeks of 1950 cumulative 
production 577,772,000 b.f.; Four 
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vsaiefIT PAYS TO SELL MEDCO QUALITY LUMBER 
HERE’S WHY... 
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Facts Talk. And the facts say that MEDCO is a good 
organization from which fto obtain your lumber. 


MEDCO has a tree-farm $mber reserve of over a billion 
feet of Douglas Fir, White Fir, Ponderosa and Sugar ° 
Pine, assuring long time qperation. 
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MEDCO has every mod@rn manufacturing facility—is 
well equipped in the woods, in the sawmill and planing 
mill, has modern dry kilns} mechanical lumber handling 
eQuipment—all complete and up-to-date. 
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MED€O is an experienc€d organization — with the 
"know%ow' to produce @fficiently, economically—and 
to mainfgin quality. The fact that MEDCO expects to 
be in bustess indefinitely Js double assurance of satis- 


faction to castomers. 
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May we put you inYtouch 
ive in. your vicinity? \Drop 
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000 b.f. 
The Industry’s 
stood at 804,320,00 





the end of January. 
at 594,730,000. 






weeks of 1949, 609,837,000 b.f.; 
weeks of 1948, 870,463,000. 
four weeks of 1950 
follows: 
Truck 20,365,000 b.f. 
Domestic Cargo 207,351,000 b.f.; 
Export 6,500,000 b.f. Local 34,250,- 


Rail 


657,- 


unfilled order file 
0 b.f. 
Gross Stocks 





at 


WESTERN PINE 

The 103 mills reporting to the 
Western Pine Association cut 40,- 
922,000 feet for the week ending 
February 4, 1950, as compared to 
41,277,000 feet for the same period 
a year ago. Orders for the week 
totaled 64,605,000 feet, compared 
to 46,764,000 feet a year ago. At 
the same time, orders for the week 
were 57.8 percent above production. 
Shipments for the period amounted 
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The LUMBER MARKET 


The following is a general market analysis as we go to press. 
variable factors in each producing area affect individual mill quotations, the 


Since many 





prices listed below must be considered for what they are — — — an average 
of current f.o.b. mill quotations of those surveyed. 

DOUGLAS FIR SOUTHERN PINE 

Vertical Grain Flooring Vertical Grain Flooring 
3&Btr. © D B&Btr. c D 

S SD Beasacedewea wen 145.00 140.00 80.00: SS ae hore 190.00 180.00 135.00 

Flat Grain Flooring Flat Grain Flooring : 
Ae Pee eee St ee 120.00 110.00 65.00 ae 5 RS Pes 170.00 160.00 120.00 
Se J SR sa a re 170.00 160.00 120.00 

Drop Siding 

ee eek: ee eee 1 x 6 Pat. #106.170.00 160.00 123.00 

D, , « _ » ee ov. av. Ov. - q De _ wd r) § 

i x 6 (Pat #116). 2135.00 130.00 85.00 1 x 6 Pat. #116.170.00 160.00 123.00 
Ceiling 

Ceiling 2. Saree 155.00 145.00 110.00 

oe Sl eee 115.00 110.00 50.00 Ba. irae Beco eee ewe  ietediere 

SW Ges aubaatanadinn 150.00 145.00 95.00 Boards and Shiplap 

Boards and Shiplap 1x6 1x8 1x10 1x12 
1x6 1x8 1x10 1x12 No. 1 -120.00 120.00 120.00 130.00 
ak eee 57.00 57.00 57.00 57.00 No. 2 80.00 80.00 80.00 90.00 
ee eee 53.00 53.00 53.00 55.00 No. 3 72.00 72.00 72.00 80.00 
PS iawkenees 42.00 42.00 42.00 42.00 No. 1 Di- 
No. 1 Dimension - mension 12’ 14’ 16’ 18’ 20’ 
_12 14’ _16 18’ 20 2x 4.81.00 83.00 87.00 90.00 90.00 
2x 4..58.00 58.00 58.00 58.00 58.00 2x 6.81.00 83.00 87.00 90.00 90.00 
2x 6..57.00 57.00 57.00 57.00 57.00 2x 8.81.00 80.00 88.00 93.00 93.00 
2x §8..54.00 54.00 54.00 54.00 54.00 2 x 10.88.00 88.00 88.00 91.00 91.00 
2 x 10..54.00 54.00 54.00 54.00 54.00 2x 12.96.00 96.00 99.00 102.00 102.00 
2 x 12..54.00 54.00 54.00 54.00 54.00 No. 2 Dimension 
No. 2 Dimension 2x 4.73.00 77.00 79.00 82.00 82.00 
2x 4..55.00 55.00 55.00 55.00 55.00 2x 6.70.00 72.00 73.00 76.00 76.00 
2x 6..54.00 54.00 54.00 54.00 54.00 2x 8.73.00 72.00 71.00 74.00 74.00 
2x §8..51.00 51.00 51.00 51.00 51.00 2 x 10.79.00 80.00 79.00 82.00 82.00 
2 x 10..51.00 51.00 91.00 51.00 51.00 2 x 12.74.00 74.00 74.00 80.00 80.00 
> + 19 5 F110 510 4 1 5 
2 x 12..51.00 51.00 51.00 51.00 51.00 No. 3 Dimension RIL Only 
No. 3 Dimension R/L Only 2x 4.57.00 
2x 4..41.00 2x 6.54.00 
2x 6..40.00 2x 8.54.00 
2x 8..40.00 2 x 10.55.00 
2 x 10..38.00 2 x 12.45.00 
2x 12..38.00 
OAK FLOORING WESTERN PINE 
Clear Pln 3ix2% 33x1% %x2 %x2% Fonderosa Pine 

White 175.00 150. 00 160.00 150.00 ps y a 

" ae a S2 or 48 4/4 RW 5/4RW 6/4 RW 

4 were 5 5 
m — 175.00 150.00 160.00 150.00 C RL ........ 190.00 190.00 190.00 
- Vis cee ereves 1 ° . 

White ..165.00 152.00 150.00 135.00 cen, Onn a “as 7 : 

Red ....165.00 142.00 150.00 135.00 ee 105.00 80.00 
#1 Com GE deiesexsocccases. eee je 

White ..140.00 115.00 135.00 120.00 

a 4 ~ > Commons, S82 or 4S No. 2 No. 3 

— a a Sa ga) Sear 92.00 63.00 
#2 Mixed 2 e. 2 eee 95.00 60.00 

15” Shorts 90.00 65.00 80.60 55.00 Trim 1x4 1x!5 1x6 1x8 
#1 Comm & Uppers RL.165.00 165.00 165.00 165.00 

men tenes 7008. 9000 — 4n:00 No 1 RL...102.00 102.00 102.00 102.00 
#2 Gonsnan ; , . z No. 2 nL. .. 95.00 95.00 95.00 95.00 

15” Shorts 65.00 40.00 55.00 30.60 Idaho White Pine 

Selects, 5-6/4 

se 48 1x4 bate 1x8 RW 

| A 200.00 200.00 200.00 220.00 

RED CEDAR SHINGLES 1) | Pe 180.00 180.00 180.00 190.00 

Royals Commons, S2o0r4S No.1 No.2 No.3 
1—24”"-4/2 $11.5 ee ok ae eee 134.00 118.00 96.50 
ee 8. +4 he 2a 134.00 118.00 96.50 
394 go EE MOOR RES Bee F Be el ere Hea m 6 4 20 Sugar Pine 
a2 tee e teen eee e eee e ee eeees f Selects, 

Perfections . S2 or 4S 4/4 RW 5/4RW 6/4 RW 
1—187-5/2% oot e cence eee teeeees $9.00 B&Btr. RL ..230.00 230.00 230.00 
2—18"-5/2 % Coe e creer ereseces 5.75 i: RS 220.00 220.00 220.00 
POE Bh tssrercrnvcscse tes 3.25 | Ree 200.00 200.00 200.00 
16” byt ee ~ * & eee $7.50 per Sq. Shop, S28 No.1 No.2 No.3 
16” 3 s3 Cota ecadiv sche.s eke 5.40 per Sq. Reyes" 115.00 90.00 72.00 
16” es RRR ere re rene 3.40 per Sq. ere ete 115.00 90.00 72.00 
5/2% 18” #1 Sidewall.....$8.75 per Sq re aaeedcceekse 130.00 97.00 72.00 
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to 60,659,000 feet, or 48.2 percent 
above production. Gross stocks at 
week’s end amounted to 839,673,000 
feet and orders on file totaled 251. 
696,000 feet, as compared to 
168,146,000 at the end of the com. 
parable week a year ago. 


SOUTHERN PINE 


Production of Southern Pine by 
the 115 mills reporting to the 
Southern Pine Association for the 
week ending February 4, 1950, 
amounted to 19,785,000 feet, or 0.12 
percent above the three year aver- 
age. Shipments for the week to- 
taled 19,031,000 feet, 3.81 percent 
below production, and 3.70 percent 
below the three year average. Or- 
ders for the week amounted to 21, 
046,000 feet, 6.37 percent above 
production and 6.50 percent above 
the three year average. Total 
stocks on hand were 202,428,000 
feet. Of this, 154,731,000 feet were 
unsold. 





HEMLOCK 

Boards & 

Shiplap 1x6 1x8 1x10 1x12 
Uppers .87.00 87.00 107.00 117.00 
(ee Sa 51.00 53.00 53.00 53.00 
a a 46.00 49.00 49.00 49.00 
[ee 40.00 40.00 40.00 40.00 

No. 1 Dimension 

12’ 14’ 16’ 18’ 20’ 
























2x 4.63.00 63.00 64.00 65.00 65.00 
2x 6.59.00 59.00 62.00 63.00 63.00 
2x 8.59.00 59.00 62.00 63.00 63.00 
2x 10.59.00 59.00 62.00 63.00 63.00 
2 x 12.50.00 59.00 62.00 63.00 63.00 

No. 2 Dimension 
2x 4.57.00 57.00 60.00 59.00 59.00 
2x 6.57.00 57.00 57.00 57.00 57.00 
2x 8.57.00 57.00 57.00 57.00 57.00 
2x 10.57.00 57.00 57.00 57.00 57.00 
2 x 12.57.00 57.00 57.00 57.00 57.00 

No. 3 Dimension se 1 Only 
2x 4.42.00 Seu 
2x 6.40.00 
2x 8.40.00 
2 x 10.38.00 
2 x 12.38.00 

ENGLEMAN SPRUCE 

Boards & 

Shiplap 1x6 1x8 1x10 1xl2 
Uppers. .204.75 204.75 204.75 204.7 
No. 1 ...100.00 100.00 100.00 100.00 
No. 2 ... 88.00 88.00 88.00 88.00 
No. 3... 63.00 63.00 63.00 63.00 

No. 1 Dimension 

12’ 14’ 16’ 18’ 20 
i a apenas mae iat ‘as 
ye a Sr 
i a Se 
, 2 | See 
S 2s. oes 

No. 2 Dimension & Better 
2x 4.61.00 61.00 61.00 61.00 61.00 ( 
2x 6.61.00 61.00 61.00 61.00 61.00 oa 
2x 8.63.00 63.00 63.00 63.00 63.00 a 
2x 10.61.00 61.00 61.00 61.00 61.00 
2x 12.61.00 61.00 61.00 61.00 61.00 

No. 3 Dimension R/L Only 
2x 42068 .... cesar 
2x 6.39.00 
2x 8.39.00 
2 x 10.39.00 
2 x 12.39.00 

REDWOOD 
Finish 

%x 6 ASBtr. Bidiis...... cece 105.00 

% x § A@Btr. Siding...........- 130.00 

% = 8 ABBtr. SIGMES.. .....cccces 170 00 

% x 10 ASotr. Siding... ......09 175.00 

‘ey | Seer ae 165.00 

i. ae | ree errs 175.00 

= 2 | errr 195.00 

i: Ee . . Seeeeeerere eres 205.08 

ee: Peer ee 15. 
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1x12 
117.00 
53.00 
49.00 
40.00 


20’ 
65.00 
63.00 
63.00 
63.00 
63.00 


59.00 
57.00 
57.00 
57.00 


27.00 


1x12 
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USE...AND GET YOUR SHARE OF THIS PROFITABLE BUSINESS 


-Williams Co., Cleveland 
Philadelphia « The Mertin-Senour Co., Chicage © Rogers Paint Products Co., Detroit « The Sherwin-William 
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Our unique new floor-type merchandiser gives 
you these extra advantages: Greater flexibility 
for seasonal, or merchandise changes, adaptabil- 
ity to any type merchandise, increased selling 
area in minimum floor space, few basic parts for 
easy, economical installation, easily accessible to 
shopper, or sales person! 


Just Out! 


= \ A new, 80-page brochure filled 
— \ with merchandising ideas for your 







































































counters, and wall sections! Write 
today for your copy — Dept. L. 


























REFLECTOR-HARDWARE CORPORATION 
WESTERN AVENUE AT 22nd PLACE 
CHICAGO 8, ILLINOIS 
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~The Industry's Leader __ 
_THEN and NOW = 
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Retail Dealers Who Read 


“THERE ISN’T a_ week 
that I don’t get pointers from 
the ‘Realm of the Retailer,’ ” 
said a prominent yard man- 
ager recently. This man is 
an old timer. He has run 
yards and yards, and he 
knows how to run one, else 
he would not be where he is 
now. You would recognize 
the truth of that last state- 
ment if I felt at liberty to 
name the yard he has in charge. 

This man is posted on lumber matters generally. He 
knows a good deal about yard management, but not all 
about it, else he would receive no benefit from this de- 
partment, for here he simply sees reflected the methods of 
others. He is great enough to say, “I don’t know it all, 
and I am going to learn as much as I can from my brother 
dealers.” 


More than a hundred yard men, I know, have told me 
that they take the AMERICAN LUMBERMAN home with 
them Saturday night and read it on Sunday. When a 
man tells me that I know he is no chump of a lumberman. 
He doesn’t do it for the mere pleasure of reading. Having 
worked six days he would not as a matter of choice have 
his nose stuck into a trade paper on the day when he 
would like to be going to church three times, taking an 
airing with his family, or rolling on the grass with his 
children. 





“His nose struck into a 
trade paper.” 


It is always interesting to know the subscriber’s opinion 
of the paper, so the other day I asked a yard man with 
whom I am well acquainted what most interests him. “I 
always turn to our department first,” he said. “Then I 
go to the Minneapolis market, back to Chicago, glance 
through the general news up north, look over the business 
changes, especially of my own state, read the obituaries, 
learn what I can about cedar shingles, sash and doors, 
and try to pick up yellow pine news. The editorial pages 
I read the least of any, though there I don’t intend that 
any article that is of interest to me shall get away. The 
advertisements? I go through them from beginning to 
end, and I should do so if for no other reason than to see 
the pictures.” 


That man is a Jim Dandy from Dandytown, and there 
are many others like him. I can hardly understand how 
a live lumberman can separate the matter in a lumber 
journal and say, “This interests me, and that does not a 
bit.” The retail and wholesale trades are intimately con- 
nected. The log and timber supply of the northwest has 
a direct bearing on the business of thousands of yard men. 
The retail dealer should also be alive to freight rates, the 
progress which is being made on the Pacific coast, 
the extent to which hardwood is coming in, the change 
in the style of inside finish. But when a dealer shows 
not the slightest interest in one of these subjects, nor any 
other connected with the trade, what are you going to do 
with him? Nothing farther than to simply let him r.i.p.; 
that is, rest in peace. 


MET L. SALEY, AMERICAN LUMBERMAN 
July 22, 1899 
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WHOLESALE LUMBER PRICES, according to the 
Bureau of Labor Statistics, are reasonably firm and 
in some lines advancing a little. But the average of 
ALL building materials prices at the production 
level is six percent lower than a year ago. The BLS 
index shows that commodity prices, practically 
across the board, are slowly drifting downward. 


DOWNWARD DRIFT: This trend is expected to 
continue; as a slow change, not as a slide. One 
reason for the decline is the heavy weight of farm 
surpluses on agricultural prices. However, the 
prediction continues to be for good business 
through at least the first half of the year. Secre- 
tary Snyder, of the Treasurey, says the U. S. has 
shifted safely from post-war inflation to a buyers’ 
market and is in good condition for long-term eco- 
nomic progress. 


PURCHASING AGENTS: This national group of 
buying experts says it’s backing away ai little from 
the strongly optimistic turn-of-the-year business 
forecasts. The buyers are still optimistic but they 
are now a little cautious about it. They don't really 
expect any sudden changes in the commercial cli- 
mate; but, if it turns cold all at once, they don't 
want to get caught without their overshoes. They’re 


watching the markets with care, not with appre- 
hension. 


MOTOR CARS: An example, much mentioned in 
Washington, is the increasing labor involved in sel- 
ling automobiles. Not long ago customers were will- 
ing to pay a‘pretty stiff bonus above local prices. 
Now they're able in many places to buy at a sharp 
reduction below local listed prices. Whatever else 
this means, it points to the importance of salesman- 
ship; sometimes called “consumption engineering.” 
Don't overlook this fact, in a buyers’ market. 


MIDDLE-INCOME HOUSING: After the approval, 
six to one, by a Senate Banking subcommittee, the 
entire committee voted to shelve this bill for a brief 
time. Chairman Maybank, one of its sponsors, said 
the members of the Senate committee wanted to 
hear certain Federal Reserve Board officials who 
have been critical of the government housing pro- 
gram and afraid that it might have a damaging 
effect upon the national economy as a whole. 


OPPOSITION: Senator Bricker, of Ohio, cast the 
one negative vote in the subcommittee and was 
Instrumental in getting the bill held up for a short 
time in the Banking Committee. His chief objection 
is that most middle-income people are able to buy 
or build their own houses without public aid; also 
that there is ample money available at fair interest 
tates for all proper loans. 
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WASHINGTON 


CALENDAR 


AMENDMENTS: The subcommittee has voted 
some tentative changes, which may or may not stick. 
One is to increase the amount of capital stock the 
co-ops must buy; from seven and a half to ten per- 
cent; two and a half percent to be paid when the 
application for the loan is filed, two and a half 
when it is granted, and the remaining five percent 
at the end of twenty years. This means practically 
that Uncle Sam carries 95 percent liability for the 
loan. 

CO-OPERATIVES: The Senate Banking subcom- 
mittee also approved a provision directing Uncle 
Sam to encourage regional holding companies, 
whatever that means, to promote co-operative 
housing projects. Anyway, this would be in addi- 
tion to the two billions in Federal credit to these co- 
operatives. Incidentally, unless this bill is cracked 
through in a hurry, the FHA will lose authority to 
insure loans for individuals and for multiple rentcl 
jobs: Terminal date, March 1. 


LOW RENTS: Administrator Foley told a House 
committee that renis to a member of a co-operative 
housing project would run about 25 percent below 
those charged for a comparable housing unit 
financed under Section 608. Clarke Daniel, of the 
Home Builders Association of Metropolitan Wash- 
ington, offered to bet $5,000, the money to go to 
charity, that no government-backed co-op can build 
housing of comparable quality as cheaply as Mr. 
Daniels can build it. 

PUBLIC HOUSING: John Taylor Egan of the 
Public Housing Administration has announced that 
more than $1,000,000,000 worth of new public hous- 
ing is moving into the planning stage in 109 locali- 
ties. There seems to be apprehension, among 
builders in metropolitan Washington, of govern- 
ment competition in the low-price field. There were 
32,530 residence units started in the Washington 
area in 1949; and more than 20,000 were apart- 
ments. 

“BASING POINT:” Better call it “freight absorp- 
tion’’ or ‘delivered price’ legislation. The old 
basing-point practice will not be restored. Much 
difficulty in finding a formula that will suit the Jus- 
tice Department. Those favoring delivered-price 
legislation say that, without it, local manufacturing 
monopolies will have things their own way. 

EXCISE TAX REPEAL: Hearings are being held 
about repealing wartime increases in excise rates, 
in the laws of 1941-'42-’43. Anything can happen 
of course; but the guess in the capital is that all 
the wartime increases will be repealed. Not re- 
duced, but repealed in toto. Absurdly high esti- 
mates of revenue losses have been made. 
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A portion of Camp Grisdale, Simpson Logging Company's Forest Community on Washington State's famed Olympic Peninsula 


Simpson’s Grisdale Forest Community is 
the Result of Sustained Yield Program 


THE LONG-TERM sustained yield agreement between 
Simpson Logging Company and the U. S. Forest 
Service stabilizes employment to residents of an area 
which depends largely upon timber as a crop. Logging 
under this agreement is done by selecting alternate 
blocks with an eye to natural reseeding. Areas which 
do not naturally reseed are planted to insure con- 
tinuous growth. 

Because of this far-reaching plan, we established 
Camp Grisdale, a logging community high up in the 
Olympic mountains in the center of our timber 
operations. Here, there are 52 permanent-type homes 
for families, complete with lawns, shrubbery and with 
all the modern conveniences of urban dwellers. Single 
men live in clean, steam-heated bunk houses, four 
men to a room. A large, light and clean dining room 
serves man-sized meals night and morning and lunch- 
eon at noon. The community includes a school, a 
recreation center with bowling alleys, pool tables, 
gymnasium and motion picture equipment. 

There are complete service and storage shops for 
the large assortment of trucks, tractors, railway 
equipment and logging equipment needed in the 


woods. Grisdale is the terminus of Simpson’s private 
railroad which carries logs to Simpson’s manufactur- 
ing plants. A network of permanently graded and 
gravelled roads cover the forest area being logged to 
carry the heavily loaded log trucks. A supplementary 
system of fire roads gives greatest possible protection 
from fire hazards. 

By means of good forest management maximum 
utilization of timber resources and continuous re- 
forestation, we can assure our customers of deliveries 
of forest products manufactured to meet modern 
requirements for many years to come. 


The Sure Way to Buy Quality ... . 


Buy 






ae quatity 


DOUGLAS FIR PLYWOOD DOUGLAS FIR DOORS 
WESTERN LUMBER ACOUSTICAL TILE 
INSULATING BOARD PRODUCTS 


SIMPSON LOGGING COMPANY 


PLANTS at Shelton and McCleary, Washington, and Klamath, California * SALES DIVISION: 1065 Stuart Bidg., Seattle, Washington 


SALES OFFICES: SAN FRANCISCO, 25 Beale Street» LOS ANGELES, 1610 E. Washington * NEW YORK, 2719 Grand Central Terminal * ST. LOUIS 
(Ferguson), 10 South Elizabeth St. Manufacturers of redwood lumber; distributed by Northern Redwood Lumber Co., Russ Bldg., San Francisco 
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Editorial... 





PATTERNS FOR PROFIT* 





Patterns for Profit* 


Regardless of the fact that the average dealer has 
not attained it in the past, most authorities agree 
that a 10 percent Net Profit before taxes is a proper 
and ethical goal for management in lumber and 
building products retailing. , 

This is the first of a series of four editorials on 
Operational Policies which lead to a 10 percent 
Net Profit before taxes on a satisfactory volume of 
business. 











I. Creative Accounting. 

Traditionally, accounting records profit and loss 
history. 

For those who will use it creatively, accounting can 
make profit history. 

The accounting elements of profit are sales volume, 
cost of goods, expenses, mark-up, turnover and selling 
prices. 

In creative accounting these elements are projected 
into the future, then subsequent performance is com- 
pared against these projections and where perform- 
ance does not make the projected net profit, cor- 
rective measures are taken promptly. 


Sales are budgeted ahead for a 12-month fiscal pe- 
riod, gross profits are estimated month by month, ex- 
penses are projected item by item (send to AL&BPM 
for expense account listing recommended by account- 


ing authorities), and net profit expectations are listed — 


month by month. 


If the net profit budgeted is 10 percent of sales and 
the projected ratios are maintained in performance 
throughout the year, a year end net of 10 percent 
before taxes is inevitable. 


A typical ratio, probably pretty close to national 
averages, is 69-21-10—cost of goods 69c, expense 21c, 
gross profit 3lc, net profit 10c—of each sales dollar. 


Performance is judged by comparing a monthly 
profit and loss statement against budget projections 
item by item. When the ratios get out of balance it 
is a danger signal requiring creative action. This 
gives management a chance to correct distortion be- 
fore serious profit damage occurs. 


If the sales dollars are below budget, either ex- 
pense totals must drop or gross profits must be in- 
creased to maintain the proper ratio and the desired 
net. 

Expense accounts may be handled creatively by 
maintaining three categories: fixed expenses, variable 
expenses, and advertising and sales development ex- 
pense. 

Variable expenses should automatically decrease 
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with declining sales volume. If expenses must be 
curtailed, the place to start is (a) with any existing 
wastes or unjustifiable cost, and (b) with fixed ex- 
penses. 

To pare advertising and sales development expense 
is suicidal to the net profit ratio because it can only 
mean lowered sales volume. It is often good creative 
accounting to budget an increase in sales promotional 
investments! 

When expenses have been cut to the bone, and per- 
formance ratios are still out of line, creative account- 
ing will increase the mark-up to bring the gross profit 
ratio into line. 

Wise management will not project speculative 
profits on inventory. (If they are had, they are extra 
velvet. ) 

Any “cut” prices obviously are immediately re- 
flected in lowered net and must be promptly com- 
pensated for in increased mark-up on other sales if 
the net profit ratio is to be maintained, unless turn- 
over is increased beyond any: known experience in 
our industry. 

Creative accounting will therefore (a) determine 
the gross mark-up needed and retail selling price on 
every invoice from suppliers, and (b) cost every sales 
slip in terms of the gross profit attained. Deviations 
from the proper net profit ratios may be constantly 
noted at the instant they occur. . 

A certain amount of flexibility in mark-ups and 
pricing is inevitable in retailing, but creative ac- 
counting will always make certain that flexibility 
downward on some sales items is matched by flexi- 
bility upward on others. 

Close control of mark-downs is especially necessary 
to profit, but mark-downs are valuable tools on obso- 
lete and slow-moving stock. 

Selling price establishment should be a centralized 
management responsibility, and no other employes 
should be permitted to change prices without specific 
and individual approval from such responsible man- 
agement. 

With such creative accounting policies and prac- 
tices a dealer should find it less difficult to make a 
10 percent net profit. 

However, in normal times making a satisfactory net 
profit is never easy. 

Fortunately certain types of sales volume are more 
conducive to a satisfactory net than others, and the 
securement of such volume will be the subject of a 
second editorial in this series. 
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COVER: Master Merchant Kings: 
left to right, Frank King, Sr., Frank 
King, Jr. and Charles King. 
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SIMPLE, straight lines combined with 
expanses of glass give a progressive, sound 
appearance to the exterior of the King 
Lumber Co. 


KING’S -- Haste Werchaunts 


from Minnesota 


K ING LUMBER COMPANY, in 
the little northern Minnesota 
city of Grand Rapids, is a business 
built on the idea of making each 
feature of the operation work well, 
instead of over-stressing one or 
two particular features. King of- 
fers a well completed portrait, with 
each part of the business fitted into 
the whole, and at the same time 
complete and well done in itself. 

King’s gives an impression of 
sound ‘balance that in turn breeds 
confidence. Each feature of the 
business is treated as being im- 
portant enough to do well, even the 
minor features. Consequently the 
whole business gives the impres- 
sion of knowing where it is going. 
The customer gets a feeling of con- 
fidence because he is caught up in 
the feeling of purposeful action 
guiding both the minor and the 
major affairs of the business. Let’s 
take a look at a few of these de- 
tails and see how they are treated 
by King management. Since the 
store itself is usually the new cus- 
tomer’s first contact with the com- 
pany, we'll start there. 

GOOD DESIGN 

As seen in the photo, the simple 
straight lines, the stained wood 
finish, tempering the modernity 
expressed by the expanses of glass 
and white trim, effects a modern, 
up-to-date appearance while main- 
taining a substantial, business-like 
mein. 

Inside the store on the first floor, 
are displayed an entire range of 
articles of immediate interest to 
the homeowner and the contractor, 
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Sound planning and proper emphasis for 
each phase of the business build customer 


confidence and loyalty that mean big and 


steady sales 


the electrician, painter and car- 
penter. The displays are expertly 
set up by the floor man to give 
the builder-customer many inter- 
esting building materials and build- 
ers’ tools to look over. 

The immediate impression of the 





King's Special Services 


King's special services attract new 
customers and keep old ones. The 
company operates regular bottled 
gas delivery routes. Tanks are filled 
and replaced as necessary. This 
service in itself builds sales and is 
much appreciated by vacationists 
with summer cabins. 

Another thoughful (and sales 
building) service offered to summer 
residents is that of closing-up their 
cabins for the winter. King's sends 
service men out who drain water sys- 
tems, take in screens, put up shutters, 
and do whatever else is necessary for 
winter protection—all for a reason- 
able price. 

While doing this work, the service 
men note down any building repair 
work that needs to be done. Later 
a letter goes out from the office to 
each cabin owner—in Kansas City or 
Minneapolis or wherever he may live 
—calling attention to the repairs his 
cabin needs. A large volume of busi- 
ness is developed this way—often 
without even a price being quoted. 

This cabin idea is just one example 
of how King management takes a 
bare sales opportunity, treats it fairly 
and creatively, and thereby develops 
new and profitable business. 
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display room is the multitude of 
practical, usable building products. 
King management obviously as- 
sumes that a man comes to their 
store to buy building materials. 
Hence they have not filled the dis- 
play space with dishes, gift items 
and knick-knacks to distract the 
buyer’s attention. Instead they 
pick interesting builder’s’ items 
such as power tools, easy-to-apply 
paints, home water systems, and 
decorative paneling to feature in 
advertising and display. 

The caller gets the impression 
of a clear-headed understanding of 
how building materials should be 
grouped. Major appliances such as 
ranges, washers and disposal units 
are displayed in a separate room 
upstairs. The shopper for these 
items can concentrate on the style 
and size of appliance he wants 
without the confusion of other ma- 
terials all about him. At the same 
time, this arrangement means the 
shopper for standard building ma- 
terials downstairs is not confused 
by appliances, which tend to domi- 
nate a room. 

Lumber and millwork, major di- 
visions of products in themselves, 
are displayed and sold in a separate 
room adjacent to building products 
displays. ; 

A colorful display of fishing 
tackle might at first strike the 
casual observer as the one dis- 
cordant note in this purposeful lay- 
out of displays. But then he re- 
members that Grand Rapids is in 
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APPLIANCES are displayed in a separate room where cus- A compact, neat display of lighting features is near the stairs 
tomers can concentrate on the size and model they want to buy. leading to the heavy appliances and floor covering displays. 


the heart of the summer resort 
area where fishing is approxi- 
mately as important as eating and 
sleeping. Nearly every customer is 
occasionally in the market for fish- 
ing equipment—and when he isn’t, 
inspecting it is still interesting di- 
version while waiting for a clerk. 

King Lumber Company offers a 
good many services and products 
not so often found at a retail lum- 
ber yard, but these too are kept 
in their proper perspective and not 
allowed either to dominate or clut- 
ter up the major business of the 
company. For example, the tin 
shop and heating division does a 
substantial business; but it is lo- 
cated in a separate: building across 
the street. Here again confusion 
is avoided by proper separation of 
materials. 

King’s bottle gas business is an- 
other example of wise differentia- 
tion. Although bottle gas sales are 
important business, the visitor at 
the store does not find tanks clut- 
tering up the view. The tanks are 
stored and delivered separately. 

The real measure of success of 
the King sales .plan is not so 
much the idea itself as it is the 
emphasis given the idea by King’s. 
The company has developed the 
ability to guess accurately how 
much a given customer would want 
to spend for a particular job. The 
owner of an_ unobtrusive little 
cabin doesn’t want to return next 
summer and find he has contracted 
for a new porch worth nearly as 
much as the whole cabin. And the 
owner of a flossy summer place 
doesn’t want to find a cheap porch 
out of character with the rest of 
the building. Beyond .doing the 
right job for the right place, King’s 
knows that it pays many fold to 
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POWER TOOLS—hand tools—attachments for the hobbyist and the professional wood- 
worker—and scores more of interesting builders tools and building materials and 
specialties. A complete line of power tools is carried. 














MORE BUILDING materials—including all kinds of electrical 
small supplies. The fishing supplies are a natural in this resort 


area. 


give every time full measure for 
the price asked. 

A review of the general business 
practices at King Lumber Company 
finds the same well developed sense 
of balance and emphasis that is 
evident in the handling of specific 
details. 


ADVERTISING 


Both radio and newspaper ad- 
vertising are started in May and 
carried throughout the year. Six 
spot announcements are used daily 
on the radio. About half of the 
advertising stresses products — es- 
pecially good national brands (one 
of the many little things that help 
build up the company’s reputation). 
The other half is spent on services, 
remodeling, institutional copy, and 
financing. 

Scheduling of advertising is 
based on careful analysis of ex- 
perience. For example, study shows 
it is most effective in their par- 
ticular area to stress heating 
equipment ads in July. 

Remodeling prospects respond to 
advertising readily, so remodeling 
gets a relatively bigger share of 
the advertising. Title I FHA insur- 
ance—the monthly payment idea— 
is used as a powerful selling tool, 
although King’s frequently han- 
dles the financing. 

King Lumber Company has its 
own heating, electrical and floor 
covering crews, but works with 
contractors on the general car- 
penter work. The company keeps 
a definite supervising finger on 
jobs and does much of the sched- 
uling and often finances new house 
work. 

Remodeling and reroofing jobs 
are sold by the company, which in 
turn subcontracts the labor. Fi- 
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* ment. 


and color. 


nancing service maintains firm con- 
trol of the job for King’s. 

King’s got into paints, hard- 
ware, and extra curricular items— 
as Frank King, Jr., puts it, many 
years ago in self defense, to hold 
and build up the summer trade. 
These things led to the heating, 
appliance, floor covering, and bottle 
gas additions. Long since, these 
many additional products and serv- 
ices have taken their full and nat- 
ural place in King’s way of doing 
business, each getting the empha- 
sis experience shows it deserves. 

Paints, for instance, have been 
found to be most profitable when 
built into a big, complete depart- 
Frank Jr. notes that the 
company’s outstanding success with 
paint merchandising is based on 
having a complete and thorough 
stock at all times. The professional 
painter and the amateur dabbler 
both know they can always get 
what they need at King’s. So they 
go there to buy. That is the way 
management planned. 

The extra curricular items have 
changed the sales ratios common 
to many dealers. Lumber and mill- 
work—sold in big quantities them- 
selves—still amount to only about 
30 percent of total sales. 

The yard arrangement—big be- 
cause of the volume of materials 
handled—shows the same ability to 
plan and organize that is evident 
in the sales side of the operation. 
Materials are properly stored, they 
are arranged logically for ease of 
handling. 

PERSONNEL 

King Lumber Company has been 
under the same management for 
46 years. Frank King, Sr., is presi- 
dent, Charles King is treasurer, 
and Frank King, Jr., is in charge 
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NOTE small sample rolls which make up the linoleum display. 
They are easy to handle when showing the customer pattern 





of sales training, advertising, the 
appliance and floor covering de- 
partment, and . .. we got the im- 
pression he is ready to do any- 
thing else that needs doing well. 

The company operates nine other 
yards in smaller towns. These 
yards are serviced from Grand 
Rapids, but have individual man- 
agers responsible for their opera- 
tion. 

Sales meetings are held twice a 
month from October through April, 
and sales people from all yards at- 
tend. Product knowledge and how 
to sell specific products are fea- 
tured at the meetings. Last fall, 
for example, home water pumps, 
floor coverings, and kitchens were 
covered in detail. 

Once a year open house for the 
public is held at Grand Rapids and 
two other yards. 

The’ company’s. personnel is 
heavily represented in all types of 
clubs such as the Chamber of Com- 
merce, the Junior Chamber, Rotary, 
Lions and the other service groups. 

Sales people are instructed to 
see that each new customer meets 
personally one of the Kings, who in 
turn thanks him for his business, 
invites him back, and in general 
makes him feel thoroughly at 
home. 

King Lumber Company is indeed 
a well run organization, reminding 
one outwardly of a polished ma- 
chine. But it is the people behind 
the outward appearance that really 
count. The Kings themselves, and 
their personnel, are intensely in- 
terested in selling good building 
products and services to satisfied 
customers. Their polished business 
organization simply reflects this 
desire to do the best possible 
human job. 
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Customers have a choice of 
smooth-surfaced stained shingles 
with visible joints or 





Grooved surfaced shakes which 
have invisible joints and resemble 
- handsplits. 






other building materials. 





They are excellent for use with 
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Easy to specify, the complete 
specification range is covered in 
Sweet's 8b/7a. 


Carton packages make stained 
shingles and shakes easy to store, 
clean to handle, easy to deliver. 





16” and 18” lengths provide wide 
choice of weather exposures to 
make project homes look different. 






Your Assurance of Quality — All Shakertown 
Sidewalls are No. | Certigrade red cedar shingles. 
They are backed by over a quarter century of 
recognized leadership and preference for Perma 
excellence of quality. Architects, builders and 
homeowners alike—all prefer the outstanding value 
of naturally beautiful, naturally better shakertowns. 





Edges of shakes are true parallel. 
Joints are tight and blend with 
the grooved texture. 


14 reasons why 


SHAKERTOWN SIDEWALLS 
are easy to sell 


onomical to buy and economical to ap 
ors to 


ply. 
*% They are ec 


% They are pre-stained in a wide selection of col 


save on building cost. 


* They are available for prompt delivery from centrally 


located warehouses. 


* They build a home of long-lasting beauty and mini- 


mum upkeep cost. 

builders are enthusiastic about agar 
lls because they eliminate the nc y 
ainting. This feature alone 
le of thousands of squares 0 
ilders. Note the other sales 


Project home 
town Sidewa 
work of prime coat p 
accounted for the sa 
Shakertowns to project bu 
features shown on this page- 


WRITE DIRECT for full particulars. 


INVISIBLE JOINT 











lead to the sale of another. 






sidewalls. A real roof value. 
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7007 MORGAN AVENUE 
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NAILING GUIDE 





Application is easy as ABC. Ship- 
lap nailing guide is the only 


“extra” tool needed. 


Homeowners get greater value, 
dollar for dollar, with stained 
shingle and shake sidewalls. 





dealers everywhere. 





Every shingle and shake home is 
an advertisement. One home will 












Stained shingles are excellent h 
material for roofs as well as for 





Distribution is convenient to 





Architects approve and recom- 
mend cedar shingles and shakes. 
Sweet's file has 8 pages of data. 


Cedar shingles and shakes have 





millions of microscopic insulating 


CLEVELAND 4,OHIO 


cells to resist. heat transmission. 
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DEALER ADVERTISING SYMBOL CREATES FAVORABLE COMMENT 


SYLVESTER is an advertising 
character familiar to everyone do- 
ing business with the Southern 
Lumber Co., San Jose, Calif. In- 
vented by Edwin W. Pohle, who 
took over a run-down firm 10 years 
ago and turned it into a merchan- 
dising establishment, Sylvester ap- 
pears in every ad with the caption 
“Sylvester says’ followed by a few 
words of pungent comment on some 
item of merchandise. A three-foot 
plywood figure of the little man is 
a human-interest decoration in the 
store. 

“Everybody knows Sylvester,” 
says Office Manager George Moe. 
“We even receive letters addressed 
to him. He has even been used to 
collect old accounts by suggesting 
that Sylvester has asked us to men- 
tion the fact that the bill is over- 


AVAILABLE 


1%"x 10" and 12° VG 
Douglas Fir Stepping 
KILN DRIED... 


“Southern Alwave 
seems to be a Yew 
jumps ahead of compe. 
tition,” 


1°x4” to 1°x 12” Clear 
VG Douglas Fir - Sis 
KILN DRIED... 


Above materials very soft texture 
Suitable for cabinets, furniture 
and other uses. 


Says Sylvester 





CEDAR 
SIDING 
1°.6" TAG 
\. Joint 
hiln Dried 














eae tes" 12" 
Clear Redwood SiS 
and it's kiln dried 
1°x6” Doug. Fir, T. & G. 
End Matched—Kiln Dried 


EXTERIOR 
PLYWOOD 
1,” and 4,” 
Doug. Fir 
14° and 15° long 











® ORCHARD STEPLADDERS @ 
6°x6" 16-1. to 24-ft. Redwood Rough 
Suitable for Power Poles, Ete. 

USE TO YOUR OWN ADVANTAGE... 
Our One Stop Home Supply Center 
For Many Hard-to-Find ltems 
@ NO SALE ‘TOO SMALL © USE OUR EASY 
MONTHLY BUDGET PLAN 


Ay LUMBER 
SOUTHERN COMPANY 
1402 So. First St. Col. 3466 

Courtesy Always @ Lots of Parking 





due. Another eye-catching store 
feature is an advertising bulletin 
board, three feet by six feet, which 





GEORGE MOE, office manager, shakes 
hands with Sylvester. 


BULLETIN BOARD displays some of 
the firm’s most original ads in recent 
years. 








is covered with our catchiest ang 
most original ads in the past five 
years. Each one has a line drawing 
of Sylvester. 


TIPS ON BUILDING 
YOUR FARM TRADE 


RETAIL lumber dealers who do 
business with farmers can profit 
by the good advice recently made 
available from the Doane Agricul- 
tural Service. 

The first recommendation is: 
“Get behind and push for the latest 
and best in agricultural practices, 
Such things as soil conservation, 
balanced farming, hybrid seed pro- 
duction, increasing use of commer- 
cial fertilizers, new methods of live- 
stock- production and increased use 
of machinery, have boomed farm- 
ing into Big Business. 

“It is to the advantage of local 
merchants and businessmen to help 
carry on these programs that will 
help maintain or increase the pro- 
ductivity of their farming com- 
munities.” 

The second point made by Doane 
applies to better selling. The Serv- 
ice emphasizes the need to keep 
up with current conditions because 
“farm income from year to year 
is not static.” 

“Rural businessmen should study 
farm income in their trade area 
and know what has happened in 
the past so that they can anticipate 
the future. Changes in prices, gov- 
ernment regulations and produc- 
tion of any major farm product 
within an area may cause the pic- 
ture to shift from month to month 
and from year to year. Such in- 
formation is vital to any sales man- 
ager who is trying to direct the 
total sales effort where it will pro- 
duce the most in the coming sea- 
son.” 

And here is the final piece of 
advice that is pertinent to build- 
ing materials dealers: 

“Know the farmers’ income 
dates. In a dairy and egg producing 
region where the farmer receives 
his checks twice a month, it makes 
little difference, but.to the hog and 
beef cattle producer who sells his 
hogs and cattle in greatest volume 
in the fall and winter, income dates 
are important. Sales campaigns 
can be based on these dates and 
they appear to have a definite place 
in dictating collection policies.” 

Boiled down, this is what Doane 
has to say to you: know the time 
of year when farmers are best in 
a position to buy the products you 
have to sell—then plot your sales’ 
approach. 
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“SCREEN STAR” PROGRAM OPENS 
YALE’S PARADE OF PROMOTIONS 


First in the series of regular bi-monthly 
retail promotions by THE YALE & TOWNE 
MANUFACTURING COMPANY is the 
“Screen Star Parade”, scheduled to 
break in April. 


“April is the month when the retail 
hardware stores make money on flies 
and mosquitoes’, points out Raymond 
K. Watkins, Trade Sales Manager. “It’s 
screen door time, and that’s time for 
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promoting our “Screen Stars’. 


Door Catches and six 506 Airliner 
Screen Door Closers. Each assortment 
is packaged with a new three-color dis- 
play piece and a postcard for ordering 
a free newspaper mat onthese products. 


Dealers are being urged to make use 
of this advertising material beginning 
the week of April 1st, during which 
the issue of the SATURDAY EVENING 
POST containing the YALE ad on the 
“Screen Stars” makes its appearance. 





YALE distributors are now taking 
orders for the special “Screen Star” 
package, a screen door hardware set 
consisting of 24 1011 Push-Pull Screen 


Other “packaged promotions” are 
planned at 8-week intervals during the 
year. 





Colorful New Display Highlights 
“Screen Star” Promotion Program 


This attractive display, designed for counter or | 
window, calls attention to YALE’s “Screen Stars” — 
the 1011 Push-Pull Catch and the 506 Airliner pneu- — 
matic-type Screen Door Closer. 


The display is sturdily constructed to support the 
actual products. It is printed in red, blue and yellow, | 
forming an effective background for the red and 
yellow YALE boxes. 


One of these displays is packed with every “Screen 
Star” assortment at no extra cost to the dealer. 








“Post” Advertising Features 
Oddity in History of Locks 


A lock so constructed that it fired a pistol at anyone tam- 
pering with it, is one of the subjects of the YALE & TOWNE 
ad in the April 1st issue of the SATURDAY EVENING POST. 


This is the second in YALE’s series of “‘Ripley-type”’ ads 
relating little-known facts of lock history. 


The “trigger-fingered” lock (which could be disen- 
gaged by the owner who knew ofa secret button to push) 
shares billing in this ad with YALE’s “Screen Stars”, 
the two items of screen door hardware featured in the 
current “packaged promotion.” 


Appears in SATURDAY EVENING POST, APRIL Ist 
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Information about what 
YALE & TOWNE are doing 
to help YALE dealers 


make more money 





Yale “Screen Stars” 
Get Top Billing in April 


The two YALE products to be fea- 
tured in the April “packaged pro- 
motion” are the 1011 Push-Pull 
Screen Door Catch and the 506 
Airliner pneumatic-type Screen 
Door Closer. 





The 1011 is a heavy-duty catch 
with all parts cast from rustless 
metal and given a bright brass or 
chrome finish. It is easy to work, 
there being no knob to turn, yet 
the positive lock holds the door 
firmly. Installation is simple — 
just one hole to bore. 








The 506 is a pneumatic-type 
closer which can be quickly in- 
stalled by anyone—on right or 
left hand doors, inside or out- 
side. It has an adjustable spring 
for regulating closing speed 
which is completely concealed 
against dirt and moisture. It has 
a modern appearance and attrac- 
tive finish. ; 





Another popular item of screen, 
door hardware is the 570 Screen 
Door Closer, a light-model liq- 
uid-type closer. It provides quick, 
quiet, complete closing. It is easy 
to install and adjust; no reversing 
is required, and a full-size marker 
spots the screw holes. 








The NameVYALE 


Helps Make the Fale 
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Wide Variety of Products 


Here are some of the departments 
and building products that the con- 
tractor and consumer will find in the 
new Lima Lumber Co. Quite a 
change from the old company which 
handled only lumber items. 


Complete hardware department 
Complete paint department 
Electrical supplies and fixtures 
race ~acelingy, me and small 
Kitchen and corner cabinets 
Floor coverings 

Plumbing and heating equipment 
Fireplace equipment 

Lawn and playground equipment 
Roofing 

Insulation 

Wall tile 

Millwork items 

Housewares 

Tools 

Mirrors 


displays. 


D OING AN ABOUT-FACE in merchandising, Lima 

Lumber Co., Lima, Ohio, has changed from a 
conventional-type lumber yard handling only lumber 
items, to one of the mid-west’s most modern retail 
building materials establishments. 

C. V. Wolfe, who purchased the company in 1944, is 
the man responsible for the transition. He replaced 
the old one-story office building with its floor area of 
30x44 with a new two-story building with 7,500 square 
feet on the first floor and 3,000 square feet on the 
second floor. Sales and display space in the new store 
cover an area 57x104. 

Located a mile and a quarter from the downtown 
section of the city, the store sets in a triangle point 
where the state highway and two other streets inter- 








GLASS was used as a decorative and structural feature of the 
second-story executive offices. The conference room and the 
president’s office (right) are separated by large plates of pol- 
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SCORES of consumer items are highlighted by 35 spotlights directed on featured 


Photos Courtesy Pittsburgh Plate Glass Co. 


sect. Entrance to the store can be made from the 
front, rear and side. Eighty-five cars and trucks can 
park in the store area at one time. 

Materials used in the construction of the new build- 
ing (57x132), both inside and outside, utilize many 
of the items sold by the Lima Lumber Co. The general 
architecture closely follows colonial lines. Exterior 
construction shows the use of bevel wood siding, wood 
shingle sidewalls, drop patterns of wood siding and 
brick. The roof is surfaced with asphalt shingles. 

Inside walls are of gypsum board of.various wood 
imitations, plain gypsum board painted and wood pan- 
eling in natural redwood, oak and knotty pine. The 
office partitions, counters and fixtures feature hard- 
wood and plywood products. 





ished glass. The general office areas (left) are partitioned with 


fluted Mississippi obscure glass. The woodwork is walnut, 


mahogany and knotty pine. 
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Floors are of asphalt tile. Woodwork and fixtures 
are finished in light pigment stain and satin varnished. 
Office ceilings are covered with acoustical tile and 
other ceilings are insulation ceiling tile. The linoleum 
covering, which the firm sells, is effectively displayed 
by use in its own counter tops. 

The photographs on these pages show the tremen- 
dous number of consumer items available on the sales 
floor of the new store. 

“Our Heller fixtures seem to be perfect for our pur- 
poses,” says R. E. Armstrong, vice-president and gen- 
eral manager. “We use them for hardware, small ap- 
pliances, paint and everything that is not too large to 
place on a fixture.” 

“Our chief bid is for consumer business and the 
contractor business seems to follow,” says Mr. Arm- 





PAINT and accessory items constitute a large percentage of the 
store’s total sales volume. Start of neat tool display may be 
seen at the left. 


BUILDING PropucTs MERCHANDISER 


When an old-fashioned lumber yard turns modern, here’s what 
happens—Read the story of the Lima Lumber Co., Lima, Ohio 





MANY MATERI. 
ALS sold by the 
Lima Lumber Co. 
were incorporated 
in its new building 
completed last year. 
Parking areas on 
both sides of the 
building provide 
space for 85 cars. 


ADD-A-ROOM 


To Your Home For— 


@ Daughter or Son 

@ Sister or Brother 

@ Mother or Mother-in-law 
@ Kitchen or Bath Room 

@ Utility or Laundry Room 
@ Hobby or Play Room 

@ Additional Income 





Takes but @ few deys to join this room, permanently 
end weathertight, te your home. 
Come in and talk over your needs, 


WE WILL BE PLEASED TO 
ASSIST IN YOUR PLANS. 


“LIMA LUMBER CO 


N. JAMESON AVE. AT PENN.R.R.~ 


REMODELING 
jobs are secured 
from ads like this 
one. These leads 
are turned over to 
contractor custom- 
ers. 











strong. The firm’s volume is now approximately 35 
percent contractor and 65 percent home owner. Com- 
plete stocks of merchandise and prompt service are 
given credit for the increasing home owner volume. 
Prospects for new homes find a wide variety of plan 
books in the store. A list of capable architects and 
contractors is maintained by the firm, which takes and 
processes FHA papers. The Lima Lumber Co. aids its 
contractor customers by turning over the repairing 
and remodeling prospects secured through a consistent 
advertising campaign. 

The second-floor executive offices are especially at- 
tractive. In the conference room and president’s office, 
16 large plates (36x96) of polished plate glass extend 
from the floor to the ceiling. Other offices feature 
fluted Mississippi obscure glass partitions. 

Architect for the new building was Lyman T. Strong 
& Sons of Lima. The Lima Lumber Co. was its own 
general contractor. Other key members of the organ- 
ization besides Messrs. Wolfe and Armstrong, are W. 
H. Merritt, secretary-treasurer and Paul B. Sweger, 
past president of the Ohio Hardware Association, who 
is in charge of paint, hardware and appliance depart- 
ments. 
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NO. 4 - YARD PLANNING SERIES 
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Yard planning ideas for the 
dealer whose property forms 
an “Ell” or a “Tee” 


Straight Line Layout for Odd-Shaped Yards 


REVIOUS CHAPTERS in this 

series of articles have discussed 
the application of straight-line flow 
principles to triangular, square, 
and rectangular properties. Many 
yards, however, are situated on 
sites other than these geometric 
forms; ells, tees, etc. So in order 
to cover all basic types, let us show 
how effective arrangement can be 
accomplished on these other shaped 
sites. 


THE “ELL” SHAPED YARD 

Two examples of an ell shaped 
yard are shown in the accompany- 
ing illustration. The first has the 
narrow angle of the ell adjoining a 
street; the other presents the wide 
side to the street. 

Perhaps the former is more diffi- 
cult to effectively arrange; particu- 
larly if the space in the angle of the 
ell is oecupied by a neighboring 
business building. Oftentimes such 
a-structure close by makes the pre- 
senting of an impressive front 
quite difficult. 

Also, in most cases it is neces- 
sary for part of the space to be 
devoted to a driveway; and this 
should be from 20’ to 40’ wide, de- 
pending on whether it must serve 
as both entrance and exit. 

Example 1 shows a yard with an 
exit to the rear, a highly desirable 
feature if at all possible. Where 
this is not possible, and one drive- 
way has to serve as both entrance 
and exit, it is wise to establish a 
circular traffic pattern through the 
yard. This minimizes the chance 
of congestion and possible bottle- 
necks. 

You will note also the similarity 
between the ell and the tee layouts 
to those given in previous chapters 
for rectangular, square, and tri- 
angular yards. This is done be- 
cause the principles of straight line 
layout are the same in all yards. 
Various shapes mean merely that 
the same objectives must be 
adapted to suit particular limita- 
tions of shape and space. 

In all instances, storage facilities 
are arranged to provide the most 
efficient handling from the time 
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materials are received until they 
are sold and delivered. 

Returning to Example 1 note 
that the office and warehouse build- 
ing presents a very narrow side to 
the street. This is somewhat of a 
handicap, especially if the space is 
to be used to attract consumer 
trade with window displays and an 
impressive elevation. 

Dealers who have this problem, 
however, need not feel that a sat- 
isfactory traffic stopper is impos- 
sible. On the contrary, careful 
planning can result in a most effec- 
tive presentation that will more 
than offset the seeming disadvan- 
tage. But it must be done right. 

This phase of design will be cov- 
ered in more detail in the series 
devoted to store fronts. Briefly, 
however, these are the important 
points. First, the narrow store 
should not open onto the street if 
it is at all possible to plan it other- 
wise. It should rather be on the 
driveway side, or along the long 
side of the building, with a parking 
area in front. Thus, the store be- 
comes a drive-in, a system of sub- 
urban retail designing that has be- 
come deservedly popular, and most 
successful for attracting consumer 
traffic. 

Second, give the store the im- 
pression of as much height as pos- 
sible. This is done by means of a 
pylon or tall sign that can be seen 
for some distance in both direc- 


tions. In this manner a low, one-. 


story building can be given a com- 
manding appearance. A narrow, 
low building, particularly if hedged 
in by buildings on either side is 
not an attention-getter without spe- 
cial features. 


Even if it is necessary to have 
the store entrance on the narrow 
side, avoid centering it. Place the 
door at one corner or the other, 
with as much unbroken window 
space as possible. The pylon or 
sign, perhaps an overhang as well, 
are equally as important. 

Example 2 is far simpler to ar- 
range. Here the wide side along 
the street makes office, warehouse, 


and driveway arrangement much 
easier to insure straight line flow 
and an uncongested traffic pattern. 


THE “TEE’ SHAPED YARD 


Two examples of tee layouts are 
shown in the accompanying illus- 
tration. As with the ell examples, 
one of these has the narrow side 
presented to the street, the other 
the wide. — 

Layout problems are quite simi- 
lar. Most of the tee arrangements 
that the writer has investigated, 
however, are quite large, and the 
complexities of cramped spaces 
have not been present. The tee is 
ideally suited for dealers who han- 
dle coal as well as lumber and build- 
ing materials. With the coal yard 
concentrated in one end of the tee, 
a most effective layout is achieved. 


DRIVEWAY PROBLEMS 


It may be well to consider at this 
time a few of the points that must 
be taken into account in planning 
driveways and access lanes in a 
yard. 

We have already pointed out that 
all driveways must be of sufficient 
width to accommodate all trucks 
and vehicles; that corners must be 
open enough for turning of semi- 
trailers. But these are only the 
mechanical features of driveway 
planning. 

Strangely enough, the physical 
construction of drives is not ade- 
quately planned in many yards. As 
a result, concentrations of water 
during heavy rainfall stand in the 
yard or back up into sheds and 
warehouses. Others not sufficiently 
strong to hold the weight of heavy 
trucks or mechanical equipment are 
the source of excessive and costly 
maintenance. 

Drainage and load bearing are 
the two major considerations in 
driveway planning. Their construc- 
tion should be supervised by a com- 
petent engineer who can specify 
the type and form based on indi- 
vidual yard requirements. 

Obviously, the examples given 
for the various shapes of yards in 
this and preceding articles do not 
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cover all eventualities encountered 
in yard planning. However, the ba- 
sic types have been described to the 
point where it is hoped that any 


dealer, no matter what his area 
may be, can adapt the ideas pre- 
sented in one or more of the ex- 
amples to his own situation. 





The next chapter in the series will 
begin a detailed description of vari- 
ous sheds and buildings; their speci- 
fications, and uses. 
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EXAMPLE 1—For the smaller yard on an “ell” shaped prop- 
erty, this layout affords many advantages. It is not nearly so 
effective, however, unless the rail spur is located at the rear, 
as shown in the drawing. If the driveway areas are left wide 
enough. the same general arrangement would be satisfactory 
without the exit at the back of the yard. 


EXAMPLE 2—The “ell” shaped yard presenting the wide side 
to a street permits a broad display room. The above is designed 
to afford a circular traffic pattern through the yard. The build- 
ings could be moved to the right, closing off the one driveway, 
and a reasonably good traffic pattern maintained. They could 
not be moved to the left without sétting up a bottle-neck behind 
the warehouse. 




































-> 











j PARKING 





STREET 

















en fA 




















STREET 











EXAMPLE 3—The narrow “tee” can be arranged as shown 
above with very satisfactory results. The traffic pattern is cir- 
cular, and access both in and out to all storage and warehouse 
areas is good. It is better to set up the outside driveways as 
shown than to move the sheds or open storage area to the 
lower left. 


Burtpinc Propucts .MgrcHANDISER 


EXAMPLE 4 —This layout particularly suits the dealer who 
handles coal, or requires a considerable outside area for lumber 
stacking. If coal is handled, the “out” driveway should be 
wider than the “in” by the. width of the scales. 
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10 SECOND INDEX 





ONLY $i EACH 


for Extra Copies 


of the 


1950 DEALER 
PRODUCTS FILE 


to be published April 8, 1950 
with the 


NEW 





Any fact, statistic, product use and — data, estimating table you 


may want — about any material you 


PLUS 


andle — 


The name and address of leading manufacturers and jobbers of all build- 
ing products — whom you wish to locate and contact 


ALL AT YOUR FINGER TIPS WITHIN 10 SHORT SECONDS 





THIS BIGGER THAN EVER, BETTER THAN EVER 
1950 DEALER PRODUCTS FILE WILL PERFORM 


i. 


It's a Sales Manual. Never before has such a com- 
plete, usable, authentic book of product data been 
assembled—especially for you. 


It’s a Building Products Cyclopedia. Do you remem- 
ber the Cyclopedia of Building Terms published by 
American Lumberman several years ago? Certainly 
you do. It has become one of the most famous and 
popular books ever published in this industry. 
The Cyclopedia, enlarged, abridged, and improved 
—serves as the index for the 1950 DEALER PROD- 
UCTS FILE. 

You will have both a thumbnail definition of every 
product fact and statistic in the front of the book: 
plus the complete explanation in one of the 25 big 
product sections. And it’s ready for you to find in 
10 seconds or less. 


It's a Buyer's Guide. Using the same simple, easy 
to use index form: leading manufacturers and job- 


5 IMPORTANT SERVICES FOR YOU 


bers, their address, and the products they make or 
sell, are filed for you—ready to be located instantly, 
as you wish to get in touch with them. 


. It's a Complete Products Catalog. More manufac- 


turers and jobbers will add their particular product 
story to the Dealer Products File than ever before in 
a retail dealer publication: making it the most com- 
plete building products catalog ever published — 
especially for you. 


. It's a Text to Train Men in this Industry. Experi- 


enced personnel are one of the most important 
requisites in this field. Every dealer, salesman, 
estimator, yard and shop man: in fact, everyone 
interested in the sale of lumber and building ma- 
terials, will agree that the 1950 Dealer Products File 
is the finest, most helpful building products book 
he has ever seen. 
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HOW TO SELL 


More CLAY PIPE 


TO HOMEOWNERS 




















NATIONAL CLAY PIPE 
MANUFACTURERS, INC.. 


703 Ninth and Hill Bidg., Los Angeles 15, Calif. 
1105 Huntington Bank Bidg., Columbus 15, 0. 
100 N. LaSalle St., Rm. 2100, Chicago 2, Ill. 

‘206 Connally Bidg., Atlanta 3, Ga. 


Homeowners want lasting protection. That's why ‘ 
they're receptive to the Clay Pipe story, which is 

brief and forceful —ideal for small-space newspaper 

ads and direct mail promotion, Vitrified Clay 


Pipe never wears out: it’s chemically inert, completely 
safe. Emphasize that everlasting quality through 
local papers, your mailing list. and displays at your store. 

Homeowners will be interested in the low initial price 


of Clay Products, too, and their speed of installa- 

tion. Advertise your complete stocks of Clay Pipe, Fittings, 
Flue Lining, Wall Coping, Chimney Tops...and 

keep inventories up. Clay Products store per- 

fectly outdoors, and you can count on their 

steady turnover. They never wear out. 
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- EXCLUSIVE—Article No. 3 in AL&BPM's Advertising Series 








Planning Your 


By Robert N. Aylin 


President, Aylin Advertising Agency, 
Houston, Tex. 


Important factors to consider 
in preparing your advertising 
budget 


N THE FIRST TWO articles of 

this series we told about the 
four impertant jobs advertising 
can accomplish for retail building 
materials dealers. They are: 


1) Secure active leads 

2) Create direct sales 

3) Tell the public about your 
products and services 

4) Build prestige for your yard. 


Now let’s see how you can get 
started on the right road to build- 
ing an effective advertising cam- 
paign for your own business. 


STEP |. SET UP YOUR 
ADVERTISING BUDGET 


The first step in building an ad- 
vertising campaign is to set up 
your advertising budget for a 
given period. 

The first question which comes 
to mind for most lumber and build- 
ing materials folks is: “How much 
should I spend for advertising?” 

The answer to this depends en- 
tirely upon your own individual 
retail operation. If you maintain 
a hardware department, paint and 
wallpaper department and appliance 
department, you naturally will 
spend more for advertising than 
if you operate the old-fashioned 
type of simple lumber yard. To 
answer the question of how much 
to spend for advertising, the re- 
search department of Aylin Ad- 
vertising Agency made a survey 
of many outstanding building ma- 
terials dealers including two large 
retail line yard operators. 

One successful dealer in Ama- 
rillo, Tex., spends 1.3% of his total 
sales volume for advertising. An- 
other dealer in the southwest who 
operates a complete building mate- 
rials and appliance store in a city 
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ROBERT N. AYLIN 


of approximately 500,000, devotes 
approximately 2% of his sales vol- 
ume to advertising. A dealer in 
one Texas community of 9,000 
budgets 214%. One concern oper- 
ating over 20 yards in northern 
Illinois budgets 142% of gross 
sales for advertising. 

After compiling the results of 
our investigation, we believe that 
it would be safe to recommend that 
you budget from one percent to 
two percent of your gross sales for 
advertising. We checked with sev- 
eral national manufacturers of 
building materials and they con- 
cur that two percent is not too 
high for any building materials 
store which has a complete sales 
force and attractive show rooms. 
However, you naturally must take 
into consideration your local com- 
petitive situation. If competitors 
are advertising strongly, you 
should do so, too. If they are weak 
advertisers, then you can get a 
great deal out of a regular adver- 
tising schedule because your ad 
message will have little competi- 
tion. 

Many successful building mate- 
rials dealers, after they have de- 


termined the amount they wish to. 


spend, allocate 50% of that amount 





Advertising Program 


to their biggest season. Thirty 
percent to their secondary season 
and spread the remaining 20% 
over the remaining months of the 
year. 


STEP Il. PLACE ONE PERSON 
IN CHARGE 


Place one person in complete 
charge of all advertising activities. 
The duties of this person will be: 


1) See that the money is not 
misspent. 

2) Schedule the advertisements 
correctly. 

3) Make sure all seasonal items 
are advertised when they are 
in demand. 

4) Keep within the advertising 
budget. 

5) Make all 
tracts. 

If possible, in larger organiza- 
tions, the yard manager or the 
sales manager, or in smaller opera- 
tions, the owner, should handle the 
advertising. For tax purposes, the 
salary of the person who handles 
the advertising or a portion of the 
salary can be charged against the 
advertising budget. His salary, 
however, should not be over 10 per- 


advertising con- 


cent of your total advertising 
budget. 
STEP Ill. KEEP ACCURATE 
RECORDS 


It is important to keep accurate 
records as to the effectiveness of 
each ad you run, or of each adver- 
tising effort you put forth. Where 
you include coupons or any type 
of invitation for inquiries, it is 
well to keep records to show the 
tally of your inquiries along with 
the date, the total cost of your ad, 
the total number of inquiries. With 
this information you can easily 
figure the cost per inquiry. By 
keeping records on inquiries you 
can soon evaluate each advertising 
medium that you use. : 

AMERICAN LUMBERMAN will soon 
publish the results of an advertis- 
ing performance survey by one 
building materials store. It will 
show the pulling power of specific 
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ads, the popularity and acceptance 
of specific items as to season, price 
and quality. You can duplicate this 
performance check in your own 
organization. Watch for this ar- 
ticle in a forthcoming issue of 
AL&BPM! 


STEP IV. PLAN YOUR ENTIRE 
ADVERTISING PROGRAM 
WELL IN ADVANCE 


The accompanying advertising 
budget form set up here makes it 
easier for you to plan ahead in all 
your advertising activities. If you 
follow the budget form, you will 
first set up your estimated gross 
sales for the next 12 months, or 
for any convenient period. Next 
take a percentage of your gross 
sales, keeping in mind your local 
competitive situation. Put that 
amount in the correct column. 
After this, list all annual expendi- 
tures. Here are just a few you 
might consider: 


Classified telephone Booths and fairs 


directory advertising 
Home shows 


Calendars : 
Carpenter pencils 

Job signs Carpenter’s aprons 

Displays Manufacturers’ house 
organs 

Souvenirs 


Cooperative efforts 
High school football offered by manufac- 
programs turers 


In the metropolitan areas a 
must item in advertising budgets 
is the classified section of your 
telephone book. Many dealers have 
bold-faced listings under several 
classifications. For instance, be- 
sides being under Retail Lumber, 
they are listed under Roofing, In- 
sulation, Floors, Paints, Wallpa- 
pers, Millwork, Timber, Fence 
Posts, Attic Fans, Venetian Blinds, 
Windows and other related classi- 
fications. Also, because many peo- 
ple, when they need home repairs, 
don’t think of the materials, but 
of the man who does the job, deal- 
ers list themselves under Contract- 
ors, Carpenters, Painters, Roofers, 
etc. Another way the average per- 
son looks for items is under the 
finished products such at Kitchens, 
Floor Furnaces, Garages, Roofs, 
ete. 

After you have listed your an- 
nual advertising commitments, 
total them and subtract this from 
your advertising budget; you will 
have left the amount to be ex- 
pended on a monthly basis. Then 
comes the hardest question for any 
advertising manager to answer: 
“How should I divide my adver- 
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THE AUTHOR advises a minimum advertising budget of 1 to 2 percent of gross 
sales. Your local competitive situation is a consideration. An advertising budget of 2 
percent is not too high for a store which has a complete sales force and attractive dis- 


play rooms. 





1950 ADVERTISING BUDGET 
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TOTAL ADVERTISING APPROPRIATIONS FOR 
YEARLY EXPENDITURES: 
TELEPHONE BOOK ADVERTISING $_ a 
SOUVENIRS ee BENS 
aa, SRE ee ee. ey» ee 
iia ie meri 
ES ee es oe ee 
LESS TOTAL YEARLY EXPENDITURES: eee 
Remaining Advertising Budget for Monthly Schedule a aT 
MONTH | NEWSPAPERS RADIO THEATRE | DIRECT MAIL| OTHER rota. || 
JAN. | 
FEB. | 
ae. each item. Throw it out if you 
APR. don’t think it is applicable. 
MAY 1. A large merchandising ad with 
many items in it run at a 
JUNE pre-determined interval, say 
once a week, is much better 
JULY than running several ads which 
are small and which feature 
AUG. only one item. 
SEPT. 2. Get one location in your local 
newspaper and stay with it. 
OCT. Page three is probably best; 
next best is the last page of 
NOY. the first news section. Tell 
your publisher that you would 
DEC. e 
appreciate having no full page 
advertising opposite your ad. 
TOTAL 3. Always put your company 























tising money among the various 
media?” The answer to this ques- 
tion can be found only in one thing 
—your own experience with the 
various advertising media in your 
town. 


In most towns with more than 
3,000 population, number one on 
the dealer’s list of media should 
normally be newspapers. In han- 
dling newspaper advertising for 
some of our clients who are suc- 
cessful building materials dealers, 
we have discovered many effective 
advertising practices. These ideas 
may or may not work in your own 
case, but for the majority of build- 
ing materials dealers these prac- 
tices should work. So study this 
list carefully. Then you can try 


name at the top, as well as at 
the bottom of your merchan- 
dising ad. The reason for hav- 
ing it at the top of the page 
is that many readers do not 
get all the way to the bottom. 
The upper half of the news- 
paper page is read much more 
carefully than the lower half. 
A special individual design 
should be used for your com- 
pany’s signature and it should 
not be changed once you start 
to use it. Be sure it is very 
easily read. 

4. Follow this tested formula in 
all your advertising where you 
are selling merchandise. 

(a) Show illustrations 
wherever possible of the 
merchandise. 


(b) Give a description, com- 
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plete with details, speci- 

fications and sizes. 
(c) Show the price of the 

item illustrated. 
Your manufacturers can fur- 
nish you descriptive literature 
about all the products you 
handle. They can also furnish 
you mats in various sizes il- 
lustrating these products. 
Have merchandise from every 
department in every large mer- 
chandising ad. 
In each ad, it is a good idea 
_to have one large item or serv- 
ice at the top of the ad which 
dominates the advertisement. 
This item could be any of the 
many building packages which 
you normally would sell. It 
also could be an announcement 
about your remodeling serv- 
ices, free estimates. If you 
sell prefabricated items, such 


as a garage, poultry house, 
summer cabin, or a small home, 
this could be featured at the 
top of the ad. 

Devote some of your adver- 
tising space to any public 
event which holds community 
interest. Your fellow citizens 
will appreciate your commu- 
nity spirit. 

Mention store hours in all ads 
and if you are open Saturday 
afternoon, be sure to state 
Open all day Saturday. 

Mail reprints of your mer- 
chandising ads to boxholders. 
Periodically, order. sufficient 
reprints of your advertisement 
on colored paper stock to mail 
to each boxholder, rural route, 
and star route boxholders in 
your community. These should 
go out on a regular basis, say 
every week, fortnight, or 


THIS AD follows the good practices recommended in this article: company’s name at 
top as well as bottom of the ad; each item is illustrated and fully described; price is 
emphasized; store hours are listed; parking space availability is pointed out. 








LUMBER -———~ HARDWARE —— PAINTS —— APPLIANCES —— TOYS 


Cc. C. Collins & Son, Ine. 
has what you need 

















Fit all standard ironing ta- 
bles. Pad of heavy cotton, 
_" of good grade mus- 


Also Covers, 65c up. 











Kitchen Step 


Rolling WITH 
Pin 59c .. 
Uniformly turned from selec- EASE 
ted hard wood. Revolving, 
non-removable handles. a” 


Open Daily 7:30 to 5:30 — Fridays Until 9 


CC. Coutans & Son, tne. 


Large Parking Space At The Door 
LUMBER — HARDWARE — APPLIANCES — PAINTS — TOYS 


* 
PARK 
Ironi 
pave WITH 
amet 4=Corer SAFETY 








Ladder ........ 


Handy, safe, and attractive, 
Has many uses in the home, 


$4.98 





22 gauge, heavy baked en- 
amel finish, ventilated, dec- 
orated. 





Canvas 
Gloves 


$3.95 Doz. 


Inexpensive, long-wearing 
gloves for all chores. 





























<a, 


AL&BPM'S ADVERTISING 
SURVEY 


AMERICAN LUMBERMAN’S Sur. 
vey of Dealer Operating Practices 
last year disclosed what types of ad- 
vertising dealers are doing and how 
much they are spending. A total of 
1,358 dealers in 29 states filled out 
the questionnaire. 

In regard to current advertising 
practices, the survey disclosed that 
39% of the dealers are spending less 
than one-half of 1% per year for ad- 
vertising; 31% from one-half to 1%; 
19% from 1% to 14.%; the remaining 
11% were spending over 114%. 

The survey found that 14% of the 
dealers work out their advertising 
budget on a percentage of their cur- 
rent year’s estimated sales; 71% 
said their budget was based on the 
need for cultivating a particular 
market. 

These figures, of course, disclosed 
what dealers are doing rather than 
what they could do to strengthen their 
advertising program. 





three-week period. These re- 
prints from your local news- 
paper are inexpensive and the 
charge for mailing is one cent 
each. Your postmaster can 
give you full details on how 
to mail to boxholders. This 
idea is particularly effective in 


small communities where 
newspapers have limited cir- 
culation. 


10. It is a money-saving practice 
to use cuts made available by 
your manufacturers, but write 
your own advertising. You can 
get good ideas on how to write 
this advertising from other 
ads, from mail order house 
catalogs, from the annual 
Dealer Products File Issue of 
the AMERICAN LUMBERMAN 
and from other national build- 
ing materials publications. For 
$5 per month you can get a 
monthly clipping service from 
National Research Bureau, 
Inc., 415 No. Dearborn St., 
Chicago 10, Ill., which pro- 
vides a large collection of cur- 
rent retail building materials 
newspaper advertisements 
from all over the nation. This 
service can be cancelled at any 
time in case you do not wish to 
continue after the first few 
months. 


In the concluding article, next issue, 
we will finish our discussion of news- 
paper advertising for retail lumber 
dealers and take up the various ad- 
vertising media other than newspapers 
which dealers have used successfully. 


February 25, 1950, AMERICAN LUMBERMAN & 

















. Sur. 
Ctices 
f ad. 

how 
al of 
1 out 


ising 
that 
’ less 
r ad- 
1%; 
ining 


’ the 
ising 
cur- 
11% 

the 
ular 


osed 
than 
heir 


the 
ent 
can 
Ow 














— 


TOO MUCH 
MOISTURE? 


NOW, you can answer this question before 
structures warp and paint peels off. Revolu- 
tionary scientific instrument reduces moisture 
testing of lumber and other building materials 
to rapid, inexpensive and simplest possible 
operation. 





The most damaging moisture is that beneath 
the surface not readily ascertained by super- 
ficial examination. Our meter is equipped 
with sharp needle electrodes that penetrate 
into the danger area and transmit their 
findings to the instrument indicator. 


PRICE: $49.50 new vork 


(Price subject to change without notice) 











write today 


L. R. BRADLEY & COMPANY 


25 West 45th St. — NEW YORK 19, N.Y. 





The new Bradley Electronic Moisture Meter eliminates 
the drawbacks of other instruments of less advanced 
design. There are no galvanometer dials with delicate 
unstable needles. There are no tables of figures to 
consult and interpret. There are no moving parts ex- 
cept a manually operated pointer which the operator 
sets at a predetermined figure. A little danger light 
flashes if the moisture is in excess of that figure. Hun- 
dreds of pieces can be tested in a matter of minutes. 
Exact moisture percentages are quickly ascertained. 
The same instrument also tests plaster, brick, cinder 
block, gypsum block and concrete. 











































¢ DOUGLAS FIR 
PLYWOOD 





Douglas Fi 
d the trade since 2° — 
\\\ \\N \ KNOW-HOW Mee needs ding © 2 Pine Doors 
IN [ \\ i and understand we an conscientious guaraing * Pine Plywood 
NM Qu ALITY Cores endable qua ity: " oil * Flush Doors 
= standards ner s in TIVE cities © ¢ Frame Stock 
\\\ i) cE—Complete stoc nt it Mouldi 
. |: SERVI . . order o ; rket e ouldings 
\\\ eZ ys to deliver we ly appreciate knowledge « 
: ET > _—Time 4 : ° 
aM\\\ *s PRICED RIGHT ae freight tariff INDUSTRIAL 
[= "a ditions —w* a PLYWOOD MFG’D 
p> -€ COE ot savings for Y @ TO CUSTOMER 
| A —e SPECIFICATION 
me = : * 
‘- PACIFIC MUTUAL DOOR CO. - 
\ TACOMA BUILDING TACOMA 2, WASHINGTON ° Houaity 
MILLS—OREGON, WASHINGTON, CALIFORNIA * ea 
WAREHOUSES FIVE PRINCIPAL CITIES 
Garwood, N. J. @ Baltimore 31, Md. @ Chicago 8, Ill. © Kansas City 3, e 
Kansas @ St. Paul 4, Minn. 4 
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AMONG THE DEALERS 





News of National Interest from Organized Dealer Groups 





CONVENTION NEWS 


WESTERN 


800 attend meet at Portland 
despite severe winter weather 


THE 47th annual convention of 
the Western Retail Lumbermens 
Association, held January 23-24-25, 
1950 at the Multnomah hotel, Port- 
land, attracted 800 registrants de- 
spite bad weather throughout the 
territory. 

One of the features of the con- 
vention was a panel of young lum- 
bermen who discussed merchandis- 
ing and selling problems in 1950, 
followed by many interesting and 
provocative questions from the floor. 





PRESIDENT 


Ralph T. Howard, Swan Lake Moulding 
Company, Klamath Falls, Oregon, 1950 
president of the Western Retail Lumber- 
mens Association. 





C. B. Sweet, NRLDA president, 
spoke on “The Lumber Industry 
Comes of Age.” 

Mr. Kent Rubow, Boise, Idaho, 
retiring president, pointed out the 
importance of trade associations in 
business. 

Ralph T. Howard, Klamath Falls, 


56 





Oregon, was elected president for 
1950. Other officers included the 
following vice-presidents: W. L. 
Johnson, Boise, Idaho; Harold Ug- 
lem, Lewiston, Idaho; F. C. Mauser, 
The Dalles, Oregon; H. F. Mc- 
Daniel, Eugene, Oregon; Ira E. 
Snyder, Enterprise, Oregon; G. A. 
King, Bremerton, Wash.; R. E. 
Wert, Spokane, Wash.; and Morris 
Tarte, Bellingham, Wash. 


ADVERTISING 


The major objective of your ad- 
vertising is to sell your products or 
services or both. If it were not for 
this fundamental fact there would 
be precious little money spent for 
advertising. 

If you want to know whether your 
advertising is paying dividends 
read it carefully from the stand- 
point of the prospective customer 
you are trying to reach. Invariably 
you can tell whether it has what it 
takes to cause the reader to become 
interested enough in what you have 
to offer to come and see you about 
it when he needs it. If you are un- 
able to determine whether it will 
do this, better watch your step 
when it comes to spending your 
hard-earned dollars for advertising 
space. Chances are you are wasting 
them. 

Here is what a well-known adver- 
tising agency has to say on the 
subject: 


“Your advertising may have 
‘eye appeal’ but does it have ‘buy 
appeal’ for the right focus on 
your sales picture? 

“Most people can’t hear sounds 
pitched higher than 18,000 cycles 
per second. They’re likewise deaf 
to high-toned advertising. 

“The more will power your 
prospects have the better — it’s 
the ‘won’t’ power that’s the prob- 
lem. 

“If you have a better mouse 
trap and don’t advertise it, all 
you get is mice. 

“One-shot advertising is usu- 
ally a waste of ammunition.” 


from Mowntain States Lumber Dealers 
Association. 





ADVISORY GROUP 


Members will help guide course 
in building at Michigan State 


T. W. Hager, prominent Grand 
Rapids, Michigan, wholesale lum- 
berman, has been appointed to 
serve on Michigan State College’s 
“Advisory Committee on Curricy- 
lum.” This committee is an ad- 
visory body composed of lumber- 
men, builders, and building supply 
dealers. It convenes annually at 
the college to criticize and offer 
suggestions relative to the col- 
lege’s “Light Construction and 
Lumber Merchandising” curricu- 
lum. This major four year course 
of study is given at the college 
under the administration of the 
Department of Forestry, Paul A. 
Herbert, Head. 


Mr. Hager is a past president of 
the National-American Wholesale 
Lumber Association and at pres- 
ent is a member of the board of 
directors. His long and varied ex- 
perience in the lumber industry is 
indeed a valuable contribution to 
this committee. The experience 
that such a member possesses goes 
far in adapting educational lum- 
ber training to actual business 
practices. 


According to Professor William 


B. Lloyd, in charge of the “Light 


Construction and Lumber Mer- 
chandising”’ curriculum, this ad- 


’ visory committee will meet at the 


college some time during March. 
Last year’s meeting was the first 
since the inception of this com- 
mittee and its constructive criti- 
cism was eagerly received by the 
college. As a result of this meet- 
ing, several changes were instituted 
in the curriculum. 

In addition to Mr. Hager, the 
advisory committee consists of: 
Donald J. Moe, Assistant Secre- 
tary, Michigan Retail Lumber 
Dealers’ Association; Charles A. 
Bowser, Lansing, Michigan, builder 
and Secretary, Michigan Associa- 
tion of Home Builders; Arthur A. 
Hood, Editor, AMERICAN LUMBER- 
MAN; George H. Kenney, Detroit 
retail lumberman and member, 
Board of Directors of Detroit Dis- 
trict Retail Lumber Dealers’ As- 
sociation; Russell W. Nowels, 
Rochester, Michigan, retailer; 
lyde A. Fulton, Charlotte, Michi- 
gan, retailer and Vice-President of 
the National Retail Lumber Deal- 
ers Association; Harold H. Hager, 
Lansing retailer; and William J. 
Guinan, Executive Director, Build- 
ers’ Association of Metropolitan 
Detroit. 
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Lima Lumber Co.'s New Store is 100% Heller 


LIMA LUMBER CO. SAYS, 


“Heller Fixtures Perfect for our 
Purpose" 


You, too, can modernize easily. profitably with Heller ‘‘sales- 
tested’’ Store Fixtures and Display Units. Get the Heller Catalog 
today. See how you can give your store more customer “‘eye- 
appeal’ by more effective display of your hardware, paint. tools. 
small appliances, etc. 


FREE STORE PLANNING SERVICE 


Let Heller heip you plan your store—to gain maximum sales 
and display per sq. ft. of floor area. Heller can make fixtures 
for you Better and at Less Cost than you can make them your- 
self. Write today for Heller Catalog. | 


W. C. HELLER & CO. 


1050 BRYANT ST. MONTPELIER, OHIO 


Designers and Manufacturers of Store Fixtures since 1891 








, a 
GOOD BOOK 


on the 
use of the 


STEEL SQUARE 


It has been written so that the 
reader will be able to learn all 
standard uses of the steel square 
entirely from the book. 


The book is filled with actual examples and previously 
acquired knowledge of framing or other intricate carpentry 
operations is not required. The examples are so explained 
ond illustrated that the reader can easily apply the prin- 
ciples to practical jobs he may be doing. 


This book is full sized (512”x 8/2”) and is easily read be- 
cause it is printed in very legible type. The many helpful 
illustrations are exceptionally clear. It is handsomely and 
durably bound in water and vermin proof cloth. 


The book contains 96 pages, 101 illustrations, and is thor- 
oughly indexed. 


POSTPAID $2.25 


Send Orders to 


American Lumberman & Building 
Products Merchandiser 


North 139 Clark Street Chicago 2, Illinois 


BuILDING Propucts MERCHANDISER 









































o METAL WALL TILE 


Crown Tile's exclusive bonded guarantee 
guaranteed = <21|; more tile than the thousands of easy- 
bonded by to-make, hard-to-prove claims made for 

“—s other wall tiles. The reason is simple: cus- 
i tomers look for and buy performance. 

And Crown Tile means performance. It 
will not rust, crack, chip, craze or peel. 
Its rainbow color range and stainless steel 
finishes mean decorative adaptability and 
attractiveness. Its outstanding economy, its 
cleaning ease, its resistance to ordinary 
household stains and solutions, have con- 
vinced tile customers of Crown Tile's ad- 
vantages and through and through value. 
Why work with anything less than a tried 
and true performer? Crown Tile dealers 
know that performance pays-off. How 
about you? 
use this comreniont Coupon 


OHIO CAN AND CROWN CO., MASSILLON, OHIO 























© Send me more information on BONDED CROWN STEEL 
. WALL TILE and your program for Crown Dealers. 

® 

e name 

* 

S address 

. 

e city state 

* 


eeeeveceeeveeeeeoeoeeeeeeeeeeeeeeee 
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HOW BAD IS BIGNESS? 

The idea that bigness eliminates 
competition is not borne out by a 
survey which reveals that four com- 
panies (out of 19) produce 90.4% of 
the cigarette output; four companies 
(out of 223) make 79% of the soap; 
the “big four” of the 2,000 members 
of the meat packing industry do 
41.3% of the business; four of the 
277 companies in petroleum refining 
account for 37.3%: There are 111 
steel companies and four of them do 
41.3% of the total volume. Where is 
competition keener than in these in- 
dustries ? 

* * * 

“Bigness does not always re- 

duce competition,” says Austin 

Kiplinger in the “Chicago Jour- 

nal of Commerce,” “and small- 

ness does not insure it.” 
* * * 

SERVICE IS WHAT COUNTS 
MOST 

Little is to be gained in encouraging 
ruthless competition by pitting small 
concerns against each other. While 
they are bleeding themselves white 
trying to under-sell, the weary ulti- 
mate consumer seeks some other 
source of supply where he is able to 
get service even though he has to pay 
more in order to get it. 

* * * 


Companies grow large and 
prosperous, not because they 
under-sell. but due to their 
ability to serve their customers 
well. 

* Oo” * 


PRICE IS SECONDARY 

If price were everything the “3- 
cents-less” oil stations would be doing 
all the business. Yet the vast ma- 
jority of car owners drive past the 
cut price stations, regardless of how 
ornate they may be, and pay more for 
their regular brand even though they 
are unable to tell the difference by 
the way the car runs. Gasoline being 
what it is, it appears that the low 
bidder should get the business, espe- 
cially when prizes are thrown in with 
each purchase. Just the opposite is the 
case. 

* * * 

Not many consumers are in 

search of poor quality. That’s 

why they often steer clear of 

prices that seem too good to 

be true. 
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ANENT ADVERTISING 

“Unquote” (Olmstead & Foley’s 
pertinent post card message) says: 

“Advertising copy can carry a lot 
of weight without being heavy. ... 
One specific selling point is more ef- 
fective than a dozen generalizations. 
. . . It’s easy to buy circulation for 
your advertising, but readership must 
be EARNED. . . . About the time 
you get fed up with your advertising 
theme, your public may just be be- 
ginning to get its first taste of what 
you’re trying to say.” 

* * * 
Salesmanship .. . printed or 
spoken ... is fast becoming 
the all-important ingredient in 
every American industry. 
* * * 


HOW JOBS ARE MADE 

“See those three cogged wheels?” 
asks E. F. Merrill, president, Worces- 
ter (Mass.) Chamber of Commerce, in 
Business Week, as he points to a 
gimmick he uses to show how our 
economy hangs together. One wheel 
is labeled ‘Purchasing Power,’ the 
second ‘Jobs’ and the third ‘Sales.’ 

“How do we make jobs?” continued 
Mr. Merrill. “You don’t do it just by 
going out and hiring 50 people if you 
don’t have anything for them to do. 
You go broke that way. But now 
watch how all this fits together, just 
like our economic system. You turn 
the ‘Sales’ wheel. That turns the 
‘Jobs’ wheel and that turns the ‘Pur- 
chasing Power’ wheel . . . and we’re 


off to the races.” 
; Be uy 


Producing is easy compared 
with knowing how to sell prof- 
itably. 
* * * 
READY TO BE SOLD 
Successful Farming reports that 
50,000 of its readers will build a new 
home within a year and that 800,000 
more plan to remodel, repair or re- 
paint their present homes. 
* * * 


THE ANSWERS TO "WHAT?" 

The same publication says that 
125,000 of its readers plan to add 
siding in 1950, 336,000 will paint (ex- 
teriors), 149,000 will remodel porches, 
174,000 will add windows, 187,000 will 
add sereens and storm windows, 112,- 
000 will build garages (12% attached 
and 88% detached), 62,000 will add a 
room or rooms, 125,000 will add in- 





MERCHANDISING 
CLINIC 


by RES, 





sulation, 125,000 will put on new sid- 
ing, 62,000 will lay new floors. 
* * a 
Profitable orders, from now on, 
will go to the dealer who gets 
to the prospect “fustest” with 
the “mostest” (best) salesman- 
ship. 
* * * 
STILL GOOD GOING 
Farm purchasing power is still high 
even though it may have declined 
considerably (in some commodities) 
from the peak. This may be taken to 
mean that the NEED for improve- 
ments is greater than ever. Ways 
and means must be found to decrease 
production costs and conserve existing 
property. All of which calls for a 
full head of intensive, intelligent 
salesmanship. 
* * oo 
Selling is serving and serving 
well is achieved through show- 
ing prospective customers how 
to save. . .. either time or 


money. 
THRIFT 1S MORE IMPORTANT 
THAN EVER 


“Let’s SAVE our way back to na- 
tional solvency” has great appeal. 
People are getting tired, and scared, 
of rapidly increasing peace-time defi- 
cits. Businessmen are trained to 
watch costs, and appreciate fully the 
dangers inherent in going in the red. 
Same way with practically all fami- 
lies. The government strives to ig- 
nore them. It doesn’t make sense. 

* * %* 
Take care of your customers 
and they will take care of you. 
* * * 


TOO MUCH "EXPECTING"! 


Remember this time last year when 
there was much running to cover 
going on. . . . lots of “expecting” 
that something dire was about to 
happen? Prices dropped here and 
there and the decline was all too fre- 
quently regarded as a sure sign that 
“this was it.” 

Someone has pointed out that the 
worst thing about a falling price 
economy is not the depression of the 
market, but the depression of the 
mind. Such thinking makes things 
worse instead of better. Confidence 
and enthusiasm give way to fear and 
when fear takes over there is hell 
a-popping in short order. 
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q The Beautiful 
Wisconsin Buight 


Hollow-Core 


BIRCH 


Flush 


DOOR 
(( The Quality Door 
with a 


Lig Price Conscience 


For Retail Dealerships or Wholesale Distributorships—Write— 


-WISCONSINDOORCO. _,.... 


10101 Lyndon Detroit 21, Mich. TExas 4-8010 Guaranteed 






















































for WESTERN *. WOODS 


———— 2 Ng Sees 


IDAHO WHITE PINE 
PONDEROSA PINE 
ENGELMANN SPRUCE 
INLAND RED CEDAR 
FIR AND LARCH 


x MOULDINGS 

x FRAMES 

*& CUT STOCK 

% CUT-TO-LENGTH 
TRIMS 


449 Peyton Building 
P. O. Box 1290 
Telephone MAdison 0121 


SPOKANE, WASHINGTON 





Double-length sawlogs at the millpond of Pack River Lumber Co., Sandpoint, Idaho. 


PACK RIVER SALES COMPANY 






Pack River Lumber Co., Sandpoint, Idaho 
Representing Northwest Timber Co., Gibbs, Idaho 
Thompson Falls Lumber Co., Thompson Falls, Mont. 
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TEXARKANA US. 


SALES OFFICE 





-* GAK FLOORING 








PINE LUMBER COMPANY’ 














SOUTHERN HARDWOODS 
DIBOLL ano PINELAND, TEXAS 


KILN DRIED YELLOW PINE --- END-MATCHED FLOORING --- TIMBERS 


SOUTHERN 


MILLS 























Full Length Aluminum 
Window Screen 


You can now buy a full-length 
aluminum window screen which 
never needs painting, won’t rust, 
won’t stain, can be rolled up for 
easy storage and can be installed 
in minutes by the average house- 
wife. It’s the new Durall Alumi- 
num Tension Screen manufactured 
to fit all standard window open- 
ings. Display material made for 





floor or 


windows, 
shows life-size Durall girl holding 


counter use, 


an actual screen for inspection. 
Write New York Wire Cloth Com- 
pany, Dept. AL, 445 Park Ave., 
New York 22, N. Y. 


Four New Items Featured in 
No. 150 Cabinet Hardware 
Assortment 


This No. 150 assortment com- 
prises a new widely-inclusive board 
and assortment for a complete 
cabinet hardware department. It 
includes only the very finest cab- 


inet hardware from National 
Lock’s extensive line. Four new 
items are featured forged 


brass hardware, a new type con- 
cealed hinge, concave knobs and a 
distinctively-styled die cast handle. 
In addition, the No. 150 offers the 
complete Deluxe and Aristocrat 
matched sets. Popular finishes such 
as Bright Brass, Dull Brass, Dull 
Bronze, Bright Chromium and Dull 
Chromium are stressed by the com- 
pany as adding to the sales-desira- 
bility of many of the hardware 
items. Offered as an assortment, 
with well-balanced quantities of 
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each item, the No. 150 also pro- 
vides a handsome display board 
requiring minimum counter space. 
It is pointed out that any desired 
quantities of any item may be se- 
cured from open stock. Write Na- 
tional Lock Company, Dept. AL, 
Rockford, III. 


Trimedge Sink Frames 


A 4-color folder on Trimedge 
Extruded Aluminum Pre-Formed 
Sink Frames is now ready for dis- 
tribution. The folder is a self- 
mailer, and the inside spread con- 
sists of an attractive wall chart 
giving complete data on how to 
install Trimedge Extruded Alumi- 
num Sink Frames, along with sev- 
eral illustrations to simplify the 
job of installation. The folders are 
imprinted with the distributor’s 
name, address and telephone num- 
ber. Write Trimedge, Inc., Dept. 
AL, 4021 Mahoning Ave., Youngs- 
town 1, Ohio. 
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For Sash and Door Manufacturers 


New MUikl-Glaze . 


A permanently elastic economy compound 
... facilitates fast shipping 





MILL-GLAZE is a new improved D-P glazing com- 
pound ideally suited to provide a quality glazing job at 
low cost for sash and door manufacturers. In addition 
to the fact that MILL-GLAZE speeds your shipments 
because of its fast, better setting qualities, MILL- 
GLAZE also better withstands vibration and shock from 
yard handling and holds up under unusual weather con- 
ditions. It holds fast and prevents checking or cracking 
and works well on primed or unprimed sash. Send a trial 
order today. D-P also manufactures quick setting 
Primeless Putty. 


the Counter Sales 


More Profit 


Sell the fast Moving D-P Brand... 








~ 


mighty 
valuable to your 
business 







Fa 






a 
This ATLANTIC MAN is no small town 
peddler or free lance salesman looking for a 
good “buy” from a small mill where he can 
make some fast profits. 

He’s had plenty of training, actually han- 
dling and inspecting lumber and he knows his 
stuff. 

He has to know his hardwoods and their 
applications in your manufacturing processes. 
With confidence you can consult him as your 
assistant in the purchasing of hardwood lum- 
ber. 

He’s a full time, salaried man with a reli- 
able source behind him, an organization that 
knows the importance of constant rigid in- 





D-P PUTTIES. A complete line 
for wood, metal sash, and 
special purpose putty fully 
described in attractive coun- 
ter literature piece .. . write 
for new FREE D-P “Putty 
Selector” (additional quan- 
tities available FREE for 
give away with your order 
shipment ) 

D-P GLAZING COMPOUND. For 
adverse weather and vibra- 
tion conditions . . . write for 


Ask for 
D-P Brand 






COPYRIGHT 1949 BY DICKS-PONTIUS CO. 


folder on this permanently 
plastic material. 

D-P CAULKING COMPOUND. A 
perfect sealer for cracks in 
masonry and wooed around 
the home. Available with at- 
tractive folders for counter 
distribution. 

D-P TILE CEMENT. A new all 
purpose cement for sealing 
between tub or sink and 
wall, plugging nail holes and 
filling cracks. 


For over 80 years Manufac- 
turers of Putty Products * In- 
cluding: Glazing Com- 
pounds and All Grades Put- 
ty Caulking Compound 


Tile Cement 


DICKS-PONTIUS 


co. 
oY -Wa re). Mme) ice) 
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spection....... 

....... as well as competitive pricing to 
keep him in the best position possible to serve 
your needs. 

There are 10 of these ATLANTIC MEN 
covering the country always ready to serve 
you. If you do not already know yours, write 
for his name today. 


FoR HARDWOODS 


THE 


ATLANTIC LUMBER 
COMPANY 


88 BROAD STREET, BOSTON 4, MASS. 
1055 SENECA STREET, BUFFALO 10, N.Y. 


6\ 





Burgundy Red Stained Shakes 
Burgundy Red has been intro- 

duced as an entirely new color to 

the Skookum brush-coated, stained 


shakes line. In addition to this 
warm, vibrant color, the Portland 
Shingle Co. also manufactures 


brush-coated stained shakes in 
green, brown, prime white, gray 
and buff. The new Burgundy Red 
stained shakes will have the color 
brush coated by a special process 
into No. 1 grade, red cedar shakes. 
The new color was selected as an 
addition to the line after field-test- 


ing, in different parts of the coun- 
try, more than 100 variations of 
warm tones of red. Immediate ship- 
ments are available of the new 
Burgundy Red brush-coated, 
stained shakes in either straight or 
mixed cars of all Portland Shingle 
Company products, which include 


Portland brand cedar shingles, 
all grades; hand-split shakes; 


Skookum processed shakes; and 
Skookum brush-coated, stained 
shakes. Write Portland Shingle 
Company, Dept. AL, 9038 N. Den- 


ver Ave., Portland 3, Ore. 





ee] 
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EXCLUSIVE—Hi-Dri Hay Drier 


For about 10 years, mow-curing has been 
the proven way to make better hay. It 
remained for Louden to develop the first 
complete all-steel mow-curing unit... 
test it in the barns of a leading agricul- 
tural college .. then verify the test 
results under actual] farming conditions. 
Your customers need a Hi-Dri if they put 
up 20 tons or more of hay per year—and 
it pays for itself out of savings in from 
one to three years. Dealer profit on every 
sale averages nearly $300 for 36’x 50’ 
barn unit, frequently reaches $500. 


NEW 


trial 


skills with those of the 
name 
drive, ’ 
cated corners which any farmer 


tion. 


Here’s the better barn cleaner — the cleaner for 
you to sell. Trouble-free operation means more 
satisfied customers, less service — and large unit 
sale means more profit to you — nearly $300 on 


average sale, frequently reaches $500. 





CERTIFIED Louden Dealer 


The LOUDEN BARN CLEANER 


Louden — oldest manufacturer of barn and indus- 
over-head conveying equipment — combined 
outstanding designer of 
barn cleaners to develop this cleaner worthy of the 
Louden. Outstanding features include Du-All 
Master-link chain, factory aligned pre-fabri- 
can easily install 
without skilled help, for perfect trouble-free opera- 


Profetonn. 


LOUDEN 


BARN EQUIPMENT 





® When choosing your line of Barn Equip- 


ment — line up with Louden — the leader! 
You'll find this great name has more to 
offer — more than 83 years of experience 


in building quality Barn Equipment, the 
longest record of fair and square relations 
with dealers, most satisfied customers. It’s 
the name MORE firmly established by 
MORE years of consistent advertising, 
backed by the greatest supply of dealer helps. 
Today—Louden sets the pace with the most 
aggressive, sales-minded organization, plus 
two great new profit-making products, the 
Hi-Dri Hay Drier and the Louden Barn 
Cleaner, Naturally, with this background, 
Louden has greater acceptance, more en- 
thusiastic customers, builds 
more store traffic—MAKES 
GREATER PROFITS FOR 
YOU. 










For the COMPLETE LINE—choose LOUDEN 


makes EXTRA profits 


A Certified Lou- 
7H.) den Dealer 
“& makes EXTRA 
sales and profits. 
His One-Man 
Band _ display, 
plus the new 
* complete Lou- 
den Dealer Sales Manual 
and Catalog, plus the exclu- 
sive services of the Louden 
Engineering Department and 
the Louden salesman make 
for consistently greater 
profits. Write for details to- 
day. 


































. - who founded the industry in 1867 — since then has 
led the field, developed more new items in barn equipment 
— manufactures the most complete line of quality barn 
equipment. If you now handle Louden, ask your Louden 
salesman about the Hi-Dri and Barn Cleaner. If you don’t 
handle Louden at present, write your jobber or address 
below, today. Yes—there’s Greater Profit for you when 
you MAKE IT LOUDEN, 


THE LOUDEN MACHINERY COMPANY 


132 S. Court St. Established 1867 Fairfield, lowa 
Branch, Albany |, N. Y. (but please send inquiries to Fairfield) 


Te ote, 
i %\ 
Wilbebe TS 


CcOw, CALF. 
BULL & HOG PENS 





Sa 
ELECTRIC 
VENTILATION WATER BOWLS 


LOUDEN- Everything for Farm Buildings 
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The Wisconsin Knight Birch 
Flush Door 

The Wisconsin Flush Door Ma. 
ufacturing Company makes {th 
Wisconsin Knight birch flush doo; 
Popular model is the hollow-coy 
interior style. A solid (balsawoo 
core interior door is also _ beiy, 
made. In the exterior styles, foy 
models (staggered 3-lites, semi. 
staggered 3-lites, octagon lite, an 
rear door lite) are manufacture 



































All have birch faces and sugar pin; 
core members. Thousands of thes 
doors have been installed in home 
and commercial buildings by pr. 
vate, cooperative, military and gov. 
ernmental purchasers. They ar 
also being featured in home show 
around the Michigan-Ohio-Indiane. 
Pennsylvania area. Jobbers and rv. 
tailers are invited to contact Th 
Wisconsin Door Company, Dep 
AL, 10101 Lyndon Ave., Detroi: 
21, Mich. 





Newell Streamliner 
Door Closer No. 009 

This Streamliner Door Closer is 
for combination and light inside 
doors. The main feature is it 
adaptability to either right- or left- 














hand opening doors without the 
necessity of changing the hand of 
spring. Another feature is the 
new, improved torsion spring said 
to have 70% greater closing power 
than any comparable closer on the 
market. A 2” bracket assures more 
secure anchorage to the door jamb 
and eliminates the danger of twist- 
ing the closer from door. This 
Streamliner Closer will harmonize 
with any finish—it is designed 
and decorated in two-tone brown 
baked enamel. It can also be fur- 
nished in aluminum or brass baked 
on finish. Literature is available. 
Write Newell Manufacturing Com- 
pany, Dept. AL, Lowell, Mich. 
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extra white ; 


Gives uniformly excellent results. Widely advertised to architects 
and users tor years. Used in volume in architectural concrete 


units, terrazzo, stucco, paint, etc. Other uses include light 
reflecting floors, ornamental work, tile setting, etc. 

Trinity is a true portland cement and meets Federal and 
ASTM specifications. Carry it in stock. Trinity Division, 


General Portland Cement Co., 111 W. Monroe St., Chicago; 


Republic Bank Bldg., Dallas; 816 W. 5th St., Los Angeles. 


ee 


ite eX, 
as white x as snow 
CY y ™~ 


Your customers will appreciate Trinity, the whitest white cement. 





















TRINITY WHITE 
Portland Cement 


1 























TRINITY WHITE 
1S a 
True Portland Cement! 
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TALK ABOUT 


SERVICE — 


HERE IT 1s! 








Call on Firpine for service. 
Look what our Company offers. 
Where else can you match this 
variety in lumber, millwork and 
specialty items? 


It Pays to Buy from Firpine 
OUR MOTTO: “If It’s 


Made of Wood, We 
Sell It. 































MILLWORK 


Through remanufacturing plants located in the heart of the 
Ponderosa Pine region, Firpine offers an excellent service in 
packaged trim, lineal mouldings, furniture dimensions and 
other specialty items in Ponderosa Pine. 


LUMBER 


From our lumber manufacturing plant we're supplying a 
variety of Firpine manufactured lumber, mouldings and cut 
stock. 


WHOLESALE 


We also have a well-rounded wholesale organization with 
departments handling Douglas Fir, Ponderosa Pine and allied 
species—to serve you with practically anything in Western 
Softwoods. 















R. A. Holmes 
Cc. F. Mimnaugh 


Propucts COMPANY 
525 CORBETT BUILDING—-PORTLAND 4, OREGON 
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THESE 35 POPULAR USES 
ror SISALKRAFT propucts 
MEAN MORE PROFITS FOR YOU 


AIR-TIGHT 





WATERPROOF 


SISALKRAFT uses 


IN BUILDING-CONSTRUCTION 


As SHEATHING PAPER 
As a MOISTURE-VAPOR BARRIER 
For FLASHING Door and Window Openings 
UNDER ALL CONCRETE SLABS 
COVERING CONCRETE 
(Curing and Protection) 
UNDER FINISHED FLOORING 
As PROTECTIVE COVERING for finished 
floors, stairways, trim, marble work, etc. 
As WEATHER-PROTECTIVE ‘‘TARPS”’ over 
lumber, brick, cement, aggregate, etc. 
As WEATHER-PROTECTIVE ‘‘TARPS’’ 
over machinery 
FOR CLOSING IN, Temporary Partitions, 
Lining Sheds, etc. 
For FROST PROTECTION 
For Shade and Rain Shelters 
As DRY SHEET under STUCCO 


SISALATION uses 
IN BUILDING-CONSTRUCTION 


As Combined Sidewall INSULATION 
and VAPOR-BARRIER 
As Ceiling INSULATION 
UNDER FLOORS 
With SISALKRAFT, for INSULATED 
DRY WALLS 
For Lining ATTICS & UNFINISHED ROOMS 
For SINGLE-WALL Construction 
For POULTRY-HOUSE LINING 


SISALKRAFT on tHe Farm 


For Temporary SILOS, Trench SILOS 
For HAYSTACK COVERS 
For Corn Crib COVERS: Grain Bin Liners 
Temporary GRAIN PILING or STORAGE 
For SEALING Permanent Silo Tops and Doors 
For WAGON and TRUCK COVERS 
As WINDBREAK ‘‘Tarps’’ 
As PROTECTIVE ‘‘Tarps’’ over machinery 
As SHEATHING PAPER for Farm Homes 
For LINING BARNS, SHEDS, SHELTERS 
For LINING STOCK CARS and TRUCKS 
For CURING CONCRETE 
For TREE WRAPS 
As SHADE and RAIN SHELTERS 
As SOIL STERILIZATION Covers 
As Protective ‘‘Frost Blankets’’ 
and many other uses. 


Ask for Free Merchandising Aids 


=aee=e MAIL THIS COUPON TODAYseaa= 
The SISALKRAFT Co., Dept. AL2 
205 W. Wacker Drive, Chicago 6, Ill. 


Please send free samples and information 
on all Sisalkraft Products. am a 
(J Contractor; [] Dealer. 


Name 





IN tits canicotsinalasicihaasspahcichisas ttabencenceai 


ee 


oe SISALKRAFT CO. 
Chicago 6 » New York 17 + San Francisco 5 


City, Zone and State 
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"Planning Your Individual Home” 


“Planning Your Individual 
Home” an attractive sales pres- 
entation, has 96 pages almost full 
newspaper size; 56 portray modern 
home designs in full color, and give 
home planning guidance. Forty of 
them are devoted to the wide range 
of building materials from which 
to choose in planning a home, and 
to doing as much of the actual sell- 
ing job as is possible through the 
printed word and illustrations. The 
book takes the prospective home 
builder through every phase of 
“Planning the Individual Home’ 
from selecting the homesite, to 
eventual For example, 
four in full color are de- 


occupancy. 
pages 





voted to kitchens alone. It is a 
merchandising and sales assist in 
all home building operations. The 
book is now being shown at lumber 
dealer association conventions and 
by all National Plan Service repre- 
sentatives. Orders are being ac- 
cepted for late March delivery. 
Write National Plan Service, Inc., 
Dept. AL, 1315 W. Congress St., 
Chicago 7, IIl. 


Dealer-Exhibit for Marlite 
Wall and Ceiling Panels 


Now on tour to retail lumber 
dealers’ conventions throughout 


the country is this new dealer- 
exhibit for Marlite plastic-finished 
wall and ceiling panels and other 
products of Marsh Wall Products, 
Inc., Subsidiary of Masonite Cor- 
poration. Richly paneled with ma- 
hogany wood pattern Marlite, one 
of 10 new patterns, the display in- 
corporates 28 easy - to- inspect, 
swinging Marlite panels, represent- 
ative of the complete Marlite line. 
An eye-catching highlight is a cen- 
ter panel containing three back- 
lighted photographs showing typi- 
cal Marlite installations. These are 
mounted vertically down the center 
of this completely new display. 
Marsh factory representatives are 
present at all Marsh exhibits now 
being seen at various 1950 conven- 


February 


%\ 
in 










































tions. For information on ney 
Marsh products, Marsh sales pro- 
motion and merchandising plan; 
for 1950, write Marsh Wall Prod. 
ucts, Inc., Dept. AL, Dover, Ohio, 








New Hollow Building Unit 


Bond-Brik is a new hollow build § 
ing unit of concrete composition. 
It is light in weight, water resis- 
tant, has insulating properties, and 
is available in a choice of distinc. 
tive colors—colors that are inte. 
grally a part of the material. 
Bond-Brik is being produced in a 
brand new plant that is nearing 
completion. Write The Tollen Com- 
pany, Inc., Dept. AL, North Haven, 
Conn. 



















Majestic Window Wells— 
and Grates 


Majestic Window-Wells for base- 
ment windows have been carefully 
designed to meet the most stringent 
demands for rigidity, quality, and 
length of service. They are made 
of heavily galvanized steel, rein- 
forced at the top with flange and 
by bead stiffeners at other inter- 
mediate points. The wells are 
made in a choice of heights to fit 
all standard openings. A matching 
grate, securely held in place with 
supporting lugs, provides added 
protection to the window when 



















needed. Write The Majestic Com- 
pany, Dept. AL, 102-A Erie St. 
Huntington, Ind. 
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Timber... 


Tarpaper..... 


And cement, casements and casings! These 
—and hundreds of other building supplies— 
now move faster, safer and cheaper on mod- 
ern Rapistan Material Flow equipment. 

Rapistan conveyors move your materials 
from boxcar to storage; from storage to de- 
livery truck—with no in-between handling ! 
They save you countless man-hours, reduce 
breakage, and give trouble-free service— 
indoors or outdoors—for years! 

Whether you need gravity conveyor for 
fast unloading, power belt conveyor for 
loading and stacking, or a complete ‘‘flow” 
system—buy Rapistan! It’s profitable. 


SEND FOR YOUR COPY of “The Hands that Lift the 
Materials Lower the Profits!’ See how Rapistan 
equipment cut boxcar unloading cost from $17.10 
to $1.90; reduced frame and door storage handling 
cost 68.7%; made possible simultaneous unloading 
and sorting of lumber—how Rapistan can work 


for you! 
“Rapistan" and “Material Flow"—Trade Marks 


The RAPIDS-STANDARD COMPANY, Inc. 
234 Rapistan Building °¢ Grand Rapids, Michigan 


foweecoccese 





Representatives in Principal Cities 


MATERIAL fZow EQUIPMENT 








PX &>? = 3: isk 
CONVEYORS: Power or Gravity, Portable or Stationary. 
ee CASTERS © FLOOR TRUCKS * HAND TRUCKS 
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Greatest 
Advance 

in 300 years 
of Building 
Construction 





Repeated surveys record the rapid growth in demand — by archi- 
tects, builders and home owners — for the common sense, up-to- 
date method of building . . . dry wall construction. 


For the past 32 years Homasote has been steadily replacing 
plaster and has now been used in millions of dollars of private 
homes. Constantly pioneering in the development of dry wall 
construction, Homasote Company has invested more than $500,000 
in research since 1936. 


Dry wall construction — with Homasote Big Sheets — offers 
many major advantages . . . The average wall is covered with a 
single sheet; batten strips and unsightly wall joints are eliminated. 
In a single material you provide lasting insulation value and great 
structural strength. 

Dry wall construction — with Homasote Big Sheets — means 
walls that are permanently crackproof, ideal for paper or paint, 
lending themselves to modern decorating effects, modern mould- 
ings and trim. 


Use the coupon below to secure performance data and illustrated 


literature on Homasote.and allied products. 
cAtacocin 
‘SWEETS 
\ —mi/a 


... oldest and strongest 
insulating and building 
board on the market 












| HOMASOTE COMPANY e DEPT. 24, Trenton 3, New Jersey | 
| Send me literature as checked: | 
| Standard Homasote Sote Asbestos Board ( ) | 
peangenantind () The Nova Roller D ( ) 
V 1 Door 
| Striated Homasote 4 . . | 
| (Tiles and Panels) . 9 The Nova-Shingle and | 
Wood-textured Homasote the Nova-Speed 
. (Panels) c > Shingling Clip i. > ' 
| Name | 
. (Please print in pencil) 
| Address. 
| City & Zone. State | 








| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
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Yale & Towne Announces Side- 
Shifter for Load-Positioning 


The Yale & Towne Manufactur- 
ing Company, Philadelphia Divi- 
sion, announces a new hydrauli- 
cally operated side-shifter attach- 
ment designed for use with both 
the Lift King and Worksaver fork 
trucks. The device shifts the forks 
as much as four inches to the 
right or left of center. This in- 
creased flexibility saves storage 
space by making it possible to spot 


loads in odd corners, close to 
walls, near pillars, or in other con- 
fined transfer and storage areas. 
For example, a side-shifter when 
shifted to either limit permits util- 
ization of more than 11 additional 
cubic feet of space when a single 
stack of 40” long pallets is being 
tiered to a height of 10’. In plant 
and warehouse storage zones this 
saving is multiplied many times. 
In addition, the side-shifter elimi- 
nates manual positioning in such 
enclosed spaces as trailer trucks 
and freight cars. Write The Yale 
& Towne Manufacturing Company, 
Dept. AL, Roosevelt Blvd. and 
Haldeman Ave., Philadelphia 15, 
Pa. 


All Steel Pitless 
Barn Cleaner 


Three exclusive features are 
claimed for Louden’s new type barn 
cleaner: the Du-All drive, Master- 
Link chain and prefabricated cor- 
ners. Location of the Du-All drive 
unit at the base of the elevator 
eliminates need for chain _hold- 
downs that cause stress and strain. 
The drive is also conveniently lo- 
cated for periodic oiling and greas- 
ing. Links in the Master-Link 








 sadow Blinds 
Door Blinds 
Shutters 
Made Right * Priced Right 
Packaged Right 


age-proof shipping. 





Sturdy, precision built blinds, dowelled corners, non-sagging 
construction. Packaged in pairs for easy handling and dam- 


Included in the GREGG Packaged Line you will also find 
entrances, corner cabinets, kitchen units, wall and base cabi- 
nets, drawer cases, cupboard doors and louvres. 


Our catalog shows the whole line, and also our line of 
Sash and Windows, open or glazed, Boston or Modular, 
all sizes and styles — send for your copy TODAY! 


, GREGG & SON, INc. 


Nashua, 


New Hampshire 


MILLWORK OF QUALITY SINCE 1719 


chain are die-punched from high 
tensile strength steel, then every 
other link are welded. The chain 
will not freeze under ordinary 
conditions due to sleet, rust or dry 
and crusty litter. Chain is avail- 
able in 6, 12 and 24-foot lengths. 
Lengths are connected with a con- 
nector link that is easy to attach 
and remove. Hinged, free-flowing 
scrapers, located at two-foot in- 
tervals, are set at a slight angle, 
giving positive scraping action. 
Scraper action increases as_ load 
increases. The Louden cleaner will 
fit any barn. The discharge ele- 
vator can be placed at any one of 
16 locations. Too, there is a wide 
choice in locating cross gutters. 
Write The Louden Machinery 
Company, Dept. AL, Fairfield, 
Iowa. 


Detroit "Easy" Finisher 


Smooth, vibrationless operation 
plus straight-line sanding, rubbing 
and polishing are outstanding fea- 
tures of the portable, electric Model 
DF, Detroit Easy Finisher. 
Sraight-line sanding duplicates the 
natural back-and-forth motion of 
hand work. This action is required 
for most finishing applications be- 
eause it does not sand cross grain, 
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© information about our convenient mixed-car shipments. 


QUALITY 


/QUALITY FLOORING STANDS 
|THE TEST OF TIME... 


: ( innaere a satisfaction in knowing that when you buy DELFAIR, 
you're getting the best in hardwood flooring. Through the years, 
) DELFAIR’S standard of quality has met every test... 
) tractors, builders and homeowners. 

4 Next time you need flooring, get DELFAIR. There’s a DELFAIR 
© flooring for every job, whether large or small. Write TODAY for 


with con- 


Member N. O. F. M. A. 


/D. L. FAIR LUMBER COMPANY 


LOUIS VILLE, MISSISSIPPI 





STANDARD STRIP 
DELFAIR'S standard 
strip flooring (both un- 
finished ‘and _ prefin- 
ished) is used in homes 
and commercial build- 
ings all over America. 


DELFAIR PLANK 
With an old-time charm 
all of its own, DELFAIR 
random-width plank 
flooring gives added 
distinction to the most 
modern home. 


Delfair Parquetry 
For that different look 
on sun-porch, den or rec- 
reation room, nothing 


can surpass beautiful 
DELFAIR parquetry. 























| WW) Fle Wall Paneling 
| BRINGS YOU MORE SALES 


Everyday more dealers are reporting faster and easier sales 


with Plytex . . . the modern wall paneling. Plytex comes in 
V/4""—4' x 8° panels that can be painted, stained, varnished 
or waxed to give true three dimension beauty. 

Write or call any of the Aetna offices for samples, prices 
and details of the Plytex Profit Sales Program. 


AETNA PLYWOOD & VENEER CO. 


1732 N. Elston Ave. 


BRANCH WAREHOUSES: Grand Rapids, Mich., Indianapolis, Ind., Rockford, il. 
SALES OFFICES: Detroit, Mich., Milwaukee, Wisc., Minneapolis, Minn., Marion & West Lafayette, Ind., 


Richmond, Va. 











Chicago 22, Ill. 
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Makes Pickets 
at Low Cost 

















MF OF BF 
SCHUBERT 


Picket Cutter 





Points 200 to 250 15%'' to 354" width pickets per hour 
with planer-smooth finish, No sanding required. 
Adjusts to cut any degree of sharpness or bluntness 
of picket point. Light enough to carry to stock pile 
—wt. only 38 Ibs.—yet strong and durable enough for 

Net price $47.50 f.o.b. Wilmette, 


year after year use. 24" high. Hand operated. 30" 
long handle provides easy leverage. 
operate. Enables you to utilize odds -and ends of 
lumber profitably. Seven day delivery. Send today 
for literature. 
Illinois. (Where state sales tax applies, add tax.) 


H.A.SCHUBERT Co. 


ATOM NET cb atenaeba! 


BuItpING Propucts MERCHANDISER 


Ave. 


Wilmette, Illinois 


Anyone can 
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OSHKOSH WOOD PRODUCTS 


CORPORATION 
OSHKOSH. WISCONSIN 


Manufactu rers of 
WUUDWAY 


VENETIAN BLIND—SLATS, 
RAIL & FASCIA 
MOULDINGS—ST'D & SPEC. 
FURNITURE DIMENSION: 
GLUED-UP STOCK 
COMMERCIAL KILN DRYING 
CUT STOCK 
READY-TO-ASSEMBLE 


































WE SPECIALIZE IN BASS 

AND PONDER ‘ 
0. 

PINE; OTHER NORTHERN 


HARDWOops AVAILABLE. 














Extra Profits 
for YOU 


“The Good Way to Buy 




















7m W OLWAY 





























LUMBER 


Wholesale 


West Coast Douglas Fir 


Dimension and Uppers 
* 


Specializing in Mixed Cars 
e 


Remanufacturing Facilities 
with shipment by 
water, rail and truck 









Send us your inquiries 
for specialties 










Timber Structures, Ine. 


P. O. Box 3782-S, 
Portiand 8, Oregon 








cut swirls, winkers, chain or other 
hard to cover patterns. It also per- 
mits working up to moldings or 
right angles without marring or 
scratching. It is an improvement 
of the straight-line action that has 
been an Easy feature for over a 
decade. A streamlined rear handle 
provides for comfortable one hand 
operation. An instantly attached 
front guide handle is furnished 
with each machine for use on 
overhead work and other jobs 
where two hand operation is more 
comfortable. A simple, easy to use 
abrasive (sand)paper holder per- 
mits attaching several sheets at one 
loading. Write The Detroit Sur- 
facing Machine Company, Dept. 
AL, 7433 West Davison, Detroit 4, 
Mich. 










Motor Sentinel Available 
from Westinghouse 


The new Motor Sentinel, a man- 
ual motor starter with positive bi- 
metallic overload protection, is 
especially suited to controlling and 
protecting small motors used with 
fans, pumps, small machine tools, 
grinders, stokers, etc., the starter 
fits any standard 24-inch wall box. 
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With a front-removable heater of 
the proper rating, the Motor Senti- 
nel permits time delay for starting 
and allows motors to carry over- 
loads up to their safe capacity with- 
out disconnecting them from the 
line. It will, however, automatical- 
ly disconnect the motor on any sus- 
tained or damaging overload. For 
surface mounting, the Motor Senti- 
nel is available in an alloy enclosure 
with Bonderized baked enamel fin- 
ish. Special cast iron enclosures 
are provided for watertight and ex- 
plosion-proof applications. Positive 
operation is provided by means of 
the overcenter toggle mechanism. 
Straight-through wiring avoids 
complicated turns and bends. Write 
Westinghouse Electric Corporation, 
Dept. AL, Box 2099, Pittsburgh 30, 
Pa. 
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New 2,000 Pound Lift Truck 

An entirely new 2,000 pound ¢a- 
pacity lift truck (Model 20) is 
manufactured by the Hyster Com- 
pany. Smallest in the company’s 
line of seven industrial trucks, the 
new machine incorporates more 
than 70 basic improvements in de- 
sign and construction. Powered by 
a new Wisconsin air-cooled engine 





























ALLEL) 
o NAAAAAA 









which can withstand great ex- 
tremes in weather conditions, the 
new truck operates at substantially 
lower running temperature because 
of alterations in both design and 
installation of the engine. Among 
engine changes are a new intake 
manifold; re-design of shrouds to 
pull cool, clean air from the sides 
of the machine rather than from 
top or bottom; a new electric fuel 
pump; and a new distributor. The 
new clutch, larger than before, 
provides smoother control and is 
claimed by the manufacturer to 
have twice the life of any other lift 
truck clutch on the market. For 
descriptive catalog, write Hyster 
Company, Dept. AL, 2902 N. E. 
Clackamas St., Portland 8, Ore. 


New Line of Wall Panels 


Wallace Manufacturing Co. is 
making a new line of baked enamel 
decorative wall panels. This prod- 
uct which carries the trade name 
Satin-lite, is a companion to Wal- 
lace’s established line of higher 
quality panels known as Wal-lite. 
Base material in Satin-lite is the 
same as in Wal-lite, s2s Tempered 
Masonite. The deep cut, wide 
shouldered score line is also the 
same. There are three designs: 
Tile Pattern, Parallel-line, and 
Smooth Surface. Colors similar to 
Wal-lite are designated as peach, 
blue, green, yellow, ivory, and 
white. Stripes are white only in 
the colored and scored patterns. 
Stripes are red, black and gray in 
the white scored patterns. Panel 
























m4 S y} MORE DOORS 
a WITH THIS 


eG wel | Bee REVOLVING 
) ‘ DISPLAY 
STAND 


For over 22 years our Company has spe- 
cialized in the manufacture of Oak Floor- 
ing. Our Ozark Brand Oak Flooring is 
made from selected stock, properly sea- 





Here's a real door-sales 





promoter! And it saves soned in Moore Cross-Circulation Kilns. 
you work and trouble— . 
makes selling doors Our plant is modern throughout and 
easier. machine work unexcelled. 
oe The round, flat base is made of P P 
j . : heavy gray iron te prevent tippiag Ozark Brand Oak Flooring is expertly 


and eliminate bolting to the floor. : i 5 
DISPLAYS & DOORS Brackets are all steel and hold z graded in accordance with NOFMA grad 
deere without bolts or, fastening of SAY IAS ing rules. 

any kind. Rust-proof finish. Stan Mikwsely 

is portable. Entire display revolves vera Try Ozark Brand 
WON'T MAR DOORS on ball bearings. as ge Fhe Oak Flooring 


You'll like it. 





Send your order today. Greater 


door sales will be yours. Just $79.50 By ge ar. Ay. Oey 
ee won AND ee F.O.B. Van Buren, Ohio. i. ts . ea istgae 


the B.-KEN-RO-BIL Corporation THE OZARK OAK FLOORING C0. 
ne VAN BUREN, OHIO MISSOURI 
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ime me [xtra features bring you EXTRA PROFITS with , 

om FF . i Get the Gest in SOUTHERN PINE 
ai) 0 Majest 

ol JEstic at DAVIS BROS. 

is & Operating in fine Louisiana timber, we are in a posi- 
a E ¢ RCU LATOR FI RE PLACE tion to ship superior quality: 

w 45 % Mor Ei e 

eel . Southern Pine 

KE. § | : @ Flooring @ Dimension 

: @ Bevel and Drop @ Shiplap & CM 
Efficient — j Fits any — ° ae ° 
is will not mantel 
style 

“ Also we can mix in: 

I ee) Southern Hardwoods 

er i @ Beech @ Red and Sap Gum 
e. ae @ Red and White Oak @ Ash 

ne _ featuring the coo. ain @ Elm @ Hickory 

ad ‘ 4 4 sé ” 

_ Exclusive Heat-Boosting “RADIANT BLADES 

* ' PLUS patented poker control and “angle seals”’ Satisfied customers for more than 60 years. 

+ e = Costs no more than ordinary fireplace, yet this We Solicit Your Mixed Car or Truckload Orders. 
id - ready-built unit turns any fireplace into an Lumber Grade-Marked if Requested. 

LO « efficient heater. Wide heat-radiating fins guide 

h, = cool air over hottest surfaces for greater heat 2c ea pe i ig 
d output. Send for latest details. yi Serving Quality buyers tor More Than 60 kar 
n ‘ yy : l 

S, The Majestic Co., 303-B Erie St., Huntington, Ind. @O ANSLEY + LOUISIANA ; 
‘| Also makers of Outdoor Fireplace units. Write today. a= Brothers Lasher Co. 

Bi itpInG Propucts MERCHANDISER 








sizes are standard: 4’ x 8’, 4’ x 6, 
and 4’ x 4’. Packaging is the same 
for all sizes; 192 square feet per 
crate. Write Wallace Manufactur- 
ing Co., Dept. AL, North Kansas 
City, Mo. 


The Select-O-Graph System 

The Select-O-Graph system, a 
display cabinet designed for Sar- 
gent and Company, establishes a 
complete builder’s hardware de- 
partment in a single store unit. 
This combines the two functions 
of display and stock. Every type 
of item needed to trim a house is 
scientifically displayed in plain 
view with such things as locksets 
mounted on blocks to show actual 
operation. The full list rests on 
long experience with the fastest- 
moving lines of quality hardware. 
Harmonizing designs and finishes 
prevail. Ample storage is provided 
in compartments behind the dis- 
play panels. Of even greater im- 
portance is the Select-O-Graph 
manual. More than 50 pages of 
color-chart floor plans, graphs and 
drawings indicating the place- 
ment of individual items depict all 
the “openings” where  builder’s 
hardware is required in an average 
home and various types of hard- 
ware recommended for them. In 


each instance a choice of recom- 
mended and optional designs and 
finishes is given. Write Sargent 
and Company, Dept. AL, New 
Haven, Conn. 


Electric Hoists Speed 
Construction 


Electric hoists being put to ef- 
fective use by building contractors 
are shown in photo at right. The 
problem of supplying brick, stone, 
mortar, and steel to upper levels 
of this large church structure, has 
been greatly simplified by two P&H 
Zip-Lift Electric Hoists. One 
hoist, a 500-pound Zip-Lift model, 
is bolt mounted to a portable sup- 
port. After a chain sling is at- 
tached to a wheelbarrow, a work- 
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SOUTHERN 
PINE and 
HARDWOODS 


MIXED CARS 
A SPECIALTY 


ANGELINA COUNTY LUMBER CO. 


General Sales Office — KELTYS, TEXAS 


62 years of service to Lumber Dealers 






































man on the upper level simply 
pushes a button to raise the load, 
When it has been raised, the 
wheelbarrow is swung over to the 
scaffolding by means of a lever, 
The other hoist, a 1000-pound ¢a. 
pacity Zip-Lift model, operates on 
a 30-foot swinging jib which enables 
it to serve any point in a 60-foot 
line. This hoist is used to lift heavy 
stone for copings, window trim, ete, 


as well as structural steel. Write 
Harnischfeger Corporation, Hoist 
Division, Dept. AL, 4400 W. Na- 
tional Ave., Milwaukee 14, Wis. 


New American DeLuxe 
Floor Maintenance Machine 


The new improved American De- 
Luxe Floor Maintenance Machine 
is designed for dry or wet cleaning 
and maintenance operations on a 
great variety of floors. For ex- 
ample—the machine has a new ad- 
justable-angle handle that can also 
be detached for transporting or 
storing. And the main frame has 
a new easily replaceable rubber 
bumper guard. Another new fea- 
ture is a corrosion-resistant, wide- 
mouth tank that may be purchased 
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ac FIDDES-MOORE 


Depend on Fiddes-Moore to be first with new 
developments to help YOU order, sell and profit on 
top-quality building products. 

Take advantage of our new Lumber Department 
es for complete service on carload lots of West Coast 


as Lumber Products—Profit on the new P-V Hardboard 
ft et —Call us for Panelyte Plastic Laminates—Sell the 
y \\: 


as L famous Mengel Flush Doors and Hardwood Plywood 
—Order either from Hammond or from our new sales 
office and warehouse at Fort Wayne, Ind., for prompt 
dependable service. 


Send for Stock List! 


If you're not on our mailing list, start now to receive regular 

issues of F-M Price-O-Gram and F-M Product Sales Bulletin. 
DISTRIBUTORS OF: 

West Coast Lumber 

PANELYTE Plastic Laminates 

P-V Hardboard 

WESTBILT Kitchen Cabinets 

Overhead Garage Doors 

CHROMTRIM Metal Mouldings 





MENGEL Flush Doors 

Douglas Fir Doors 

Hardwood and Fir Plywood 
ARMSTRONG Products 
Baylaun Philippine Mahogany 
MONSANTO Products 


FIDDES-MOORE & CO. 


4950 State Line Ave., Hammond, Indiana 
Telephones: SOUTH CHICAGO 8-9223 (Chicago) RUSSELL 2350 (Hammond) 
Fort Wayne, Indiana * P.O. Box 839 °* Telephone Harrison 1285 
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WAY AHEAD OF ANYTHING 
IN THE LOW-COST PLANER FIELD ! 


Built for the precision accuracy formerly obtainable 
only with the larger machines. A husky producer 
with wedge adjusted bed, and many patented features 
promoting convenient, time-saving operation and 
highest quality work. Big enough to meet all the 
requirements of retai! lumber companies and many 
wood-working establishments. Capacities: 24” x 8” to 
30” x 8". Priced way below the larger planers. Every 
user is a booster. Write for Bulletin No. 54. 


MACHINE WORKS 
238 EIGHTH ST., HOLLAND, MICH. 


NORTHERN 
WHITE PINE 


NORWAY 























Sales Office: 
2020 Chicago Title & Trust Bldg., CHICAGO 2, ILL. 
Selling the Products of J. A. Mathieu, Ltd., Rainy Lake, Ont. 























‘Depen able Quality 





HARDWOOD FLOORING 


In straight cars or mixed with air 
dried Yellow Pine Boards and 
Dimension. Best of manufacture. 
Satisfaction that will bring you 
back for more. 

£ 


For prompt attention on your needs 
phone or write 


Miller & Company, Ine. 
= 


oak 
beech 
pecan 
ash 


Hardwood & Yellow Pine Lumber 
SELMA, ALA. and JACKSON, TENN. 


Selma LD 9910 — Phones — Jackson 1885 
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as optional equipment. The ma- 
chine is offered in a new range of 
sizes, including 14”, 16” and 19” 
brush spread. A four-page circular 
gives full details. Write The Amer- 
ican Floor Surfacing Machine Co., 
Dept. AL, 521 So. St. Clair St., 
Toledo 3, Ohio. 


Flintkote Introduces 
Two New Finishes 

The new line of Insulation Board 
Products recently announced by 
The Flintkote Company, not only 
includes new improved colors and 
finishes, but features two new and 
distinct finishes, namely, Leth-R- 
Grain Insulation Board and a new 
textured design on _ Insulation 
Board Plank known as Gray-tex 
and Green-tex. The new Leth-R- 
Grain Insulation Board has a rug- 
ged, washable, scuff-resistant fin- 
ish that closely resembles fine split 
cowhide. The large 3’ by 8 and 
4’ by 8’ boards in Morocco Red, 
Antique Brown and Jade Green are 
ideal for use as wainscot decora- 
tive panels or overall wall finishes 
in commercial buildings, cocktail 
lounges, recreation rooms and dens. 
The new Gray-tex and Green-tex 
finishes on Insulation Board Plank 
are distinctive, and the textured 
design is smart in appearance. 
Write The Flintkote Company, 
Dept. AL, 30 Rockefeller Plaza, 
New York 20, N. Y. 


Parkwood Decorative 

Parkwood Decorative is a per- 
manently finished laminated plastic 
material for interior decoration 
and functional application. Color 
photos of installations in which 
Parkwood Decorative is used are 
included in an informative bro- 
chure; both Parkwood Decorative 
genuine wood veneers and the 
Parkwood Decorative Pebble-Tex 
and Star Dust color patterns are 
illustrated. The latter are lami- 





nates offered in a wide range of 
colors and are unique three-dimen- 


sional patterns. Parkwood also 
manufactures Parkwood Honey- 
comb, an impregnated paper core 
material which can be used _ be- 
tween veneer, plastic, plywood or 
aluminum sheets to form a struc- 
turally strong, yet lightweight 
panel which has great application 
in the construction field, especially 
prefabricated houses. For copy of 
the brochure write Parkwood Cor- 
poration, Dept. TAL, 34 Water St., 
Wakefield, Mass. 


The New Line of 
"“Multitint" Paints 


The Seidlitz Sales Company of 
Michigan has announced its forma- 
tion for the manufacture and sale 
of the new line of paints titled 
Multitint. The new paints make 
available a basic line of 36 colors in 
nine finishes. In addition to the ad- 
vantage for the consumer of this 
large choice of colors and perfect 
matching of all types of finishes, 
the paint merchant is enabled to 
offer this service with a minimum 
inventory consisting only of nine 
white finishes, to which a special 
dry pigment is added by the dealer 
to obtain the shade desired. The 
Michigan firm will offer the Multi- 
tint line in Michigan and Ohio un- 
der franchise from the patent- 
holders, the Seidlitz Paint and Var- 








nish Corporation of Kansas City, 
Write Seidlitz Sales Company of 
Michigan, Dept. AL, 440 Eas & 
Lafayette, Detroit. 


























Brixite's New Wedge Corner 
for Shake Siding 


The new Brixite Shake Wedge 
Corner is produced to match all the 
Shake Siding colors of the Brixite 
Manufacturing Co. The new cor. 
ner is reported to assure an archi- 
tecturally correct job and save the 
applicator considerable time and 
labor costs. Brixite Shake Wedge 
Corners are pre-fabricated at the 
factory. Tapered wedges are built 
into the corner and the granule 
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coated surface on the corner piece 
matches the siding panels exactly. 
Write Brixite Manufacturing Co., 
Dept. AL, So. Kearny, N. J. 


SEND FOR THESE: 














































Better Environment Through Day- 
lighting in Schools is an informative 
brochure explaining the importance 
of reflectance to proper daylighting, 
how to increase illumination by re- 
flectance, methods of controlling day- 
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Write us today for information 
about the uses and adapt- 
ability of 2nd and 3rd grade 


Diamond Hard 


MAPLE FLOORING 


You can save your customers money by right 
use of this low cost flooring. 








and 3rd 
Grade 
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J. W. WELLS LUMBER CO. 














Ji. E. WEBSTER LUMBERCO., %;.*..©,.7° 
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vg, Specialists in Oak Floor- ~ 

» ing. General wholesal- : 
=" ers of all lumber items. ~~} 

















Contact us on your 
needs. 
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MENOMINEE, MICHIGAN 


















“From Our Own Forests and Mills” 












as City, 
Dany of § A bys * 
0 Kas nything in 
rner 
Manufacturers of: 
Wedge Mouldings 
1 all the Furniture Dimension 
Brixite Glued-Up Stock 
eW cor- Industrial Shook 
1 archi- Venetian Blind Stock 
ave the Ready-to-Assemble 
1e and Furniture Parts 
Wedge in fact, Anything in 
at the West Coast Woods! 
e built Send us your inquiries for 
yranule PONDEROSA PINE, SUGAR PINE, 


INCENSE CEDAR, DOUGLAS 
AND WHITE FIR 


1635 Dierks Building 
Phone: Victor 4143 
Kansas City 6, Missouri 


PLEASE DIRECT ALL INQUIRIES 
TO ANDERSON, CALIFORNIA 


Sawmills: Canby, Calif., and Anderson, Calif. 








Box Factory: Alturas, Calif. 








piece 
actly. 
 Co., 
1 Weather Tight 7 Economical 
Day- Windows Construction 
ative : 2 Permits Larger 8 Modern, 
tance . © A ‘a 
: Sash Area Attractive 
iting, Appearance 
y re- , Seen 
pos 3 ——— Free 9 Rugged 
x peration Construction 
- 4 Windows Per- 10 Uniform Mortise 
L fectly Balanced Size 
es: 
= : 11 Patented Adjust- 
— a 5 Permits Modern a 
ve W; : e able Device 
e Vindow Design 





12 Lifetime 
Guarantee 
THE ONLY BALANCE WITH 

A LIFETIME GUARANTEE 





6 Quick Installation 










a . carne? , 
Guaranteed against imperfect workmanship or 
~ 1S materials for the lifetime of the building in 
aa which they are installed. 
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Remanufacturing Plant: Klamath Falls, Oregon ! 


© RedDewl 
| for QUALITY 


Write for Facts About 
. 


FLOOR CONDITIONING MACHINES 
for Sales and Rentals 

















OAK @ BEECH @ PECAN 


Top-quality flooring—carefully manufac- 
tured, scrupulously graded. 


Also Band Sawn Hardwoods 


Modern Dry Kilns, Planing Mill, Oak 
Flooring Plant 


Send us your inquiries. 


MOBILE RIVER SAW MILL CO., Inc. 





MT. VERNON, ALABAMA 
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light illumination, and how metal 
windows are used in schools. Write 
Metal Window Institute, Dept. AL, 
806 Roland Road, Cheltenham, Pa. 


“Art in Iron” is the title of a new 
4-page catalog leaflet featuring dealer 
stock items in ornamental ironwork 
—stoop railings, porch columns, mail- 
box standards, hand rail, screen door 
grilles, porch brackets, individual ini- 
tials, etc. In addition to covering 
stock ornamental iron items, this “Art 
in Iron” leafiet also tells dealers 
how to order custom-made ornamental 
ironwork—how the dealer obtains the 
specifications from the customer and 
sends them to the manufacturer. For 
a copy of this leaflet, address Artcraft 
Ornamental Iron Co., Dept. AL, 700 
East Hudson St., Columbus 11, Ohio. 


“Spacemaster” Equipment for visual 
merchandising presentation, is illus- 
trated in an 80-page brochure avail- 
able to dealers. The brochure is filled 
with ideas for visual merchandising 
of building products; tells how to get 
maximum display with minimum floor 
space and reduce store planning 
and installation costs. “Spacemaster” 
display units are easily installed with 
few basic parts. They are adaptable 
to all types of walls and are also 
available for table and counter use. 
For a copy of the “Spacemaster” bro- 
chure write Reflector-Hardware Cor- 
poration, Dept. AL, Western Ave., at 
22nd Place, Chicago 8, IIl. 


Dealers are invited to write for a 
copy of the Protex “Blue Book of 
Weatherstrips and Thresholds.” It’s 
packed with sales and - application 
data, including many detail drawings 
of weatherstrip and sash balance in- 
stallations—showing weatherstrip 
designs to use where—on double- 
hung windows, steel and wood case- 
ments, austral windows, pivot win- 
dows, hollow-metal double-hung win- 
dows, steel industrial windows and 
on doors. It contains complete infor- 
mation on thresholds, automatic door 
bottoms, weatherstrip accessories, in- 
stallation tools, caulking and point- 
ing compounds together with illus- 
trations and descriptions of demon- 
stration models available for deal- 
ers and other salesmen. Correct how- 
to-order information is also included. 
For your copy of this catalog, write 
Protex Weatherstrip Manufacturing 
Co., Dept. AL, 4508 So. Western Ave- 
nue, Chicago 9, III. 


“Revere Aluminum Products,” an 
informative booklet on aluminum, 
points out that often excellent pro- 
duction economies can be effected by 
using aluminum in place of other ma- 
terials. It contains complete descrip- 
tive information about the various 
forms in which Revere aluminum is 
fabricated. Included are a large num- 
ber of illustrations of products using 
Revere aluminum alloys in the form 
of extruded shapes, tube, and coiled 





sheet. Also included is a chart with 
comprehensive tables giving the prop- 
erties and characteristics of most of 
the wrought aluminum alloys. In 
addition, this booklet describes Re. 
vere’s Quality Control System of test- 
ing and inspection throughout its 
fabrication processes, and tells how 
the Revere Technical Advisory Sery- 
ice can be of assistance to users of 
its aluminum alloys. Write Revere 
Copper and Brass Inc., Dept. AL, 230 
Park Ave., New York 17, N. Y. 


A new wall map of wholesalers to 
the Retail Lumber Dealers in Detroit 
is available free of charge to all re- 
tailers of building supplies in the 
greater Detroit area. Write Midwest 
Plywood Company, Dept. AL, 10101 
Lyndon, Detroit 21, Mich. 


Calder “Wedge-Tight” Overhead 
Sectional Doors are now described in 
a complete catalog showing five types 
of residential doors as well as the 
manufacturer’s coniplete line of spe- 
cial and large doors for commercial 
and industrial applications. The cat- 
alog also covers specifications and 
miscellaneous data necessary for lay- 
ing out and engineering a door prop- 
osition as well as complete specifi- 
cations on the line of electric radio 
controlled door operators. Write 
Calder Manufacturing Company, 
Dept. AL, 630 N. Prince St., Lancas- 
ter, Pa. 














HARDWOOD FLOORING 


PRE-FINISHED OAK 


Yo"n2” & 1.” and 25/32"x2%" & 1%”. Rich, gleaming twilight 








WILLIAMSPORT 4181, wire or write... 


SUSQUEHANNA ST. 


Conveniently machine packaged in steel-strapped 
bundles. Prompt shipment on most grades. PHONE 


THE CROMAR COMPANY 


WILLIAMSPORT, PENNA. 










tone finish is “ironed into the wood"’ on CROMAR'S exclusive sub- 
surface process. Self-leveling joint. Nail holes machine-punched. 


UNFINISHED OAK & HARD MAPLE 


25/32"x2%,", 2” & 1%”. Straight line, top quality, standard 
matched. Well manufactured from Appalachian Oak and Hard 
Maple, carefully graded. 








SINCE 1919... 
the first and 
finest in ; 
finished oak 
flooring! 


















TRADE MARK 


REGISTERED 





PONDEROSA PINE .« WHITE FIR e INCENSE CEDAR 
High Altitude, Soft Textured Growth 


Manufacturer and Distributor 


PAUL BUNYAN LUMBER CO. 


SUSANVILLE 






CALIFORNIA 
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SAWHORSE BRACKETS 


SET UP OR TAKE DOWN 
WITHOUT NAILS OR BOLTS 


2” x 4” FOR LEGS 







2” x 4”, 6", 8”, 10", and 12” FOR CROSS BAR 


Timesaver for contractors, builders, painters, 
paper hangers. 


COLORFUL COUNTER DISPLAY PACKAGE SELLS 


Display it on your counter. 
$]50 





Retail $1.50. Slightly higher 
in West. Order from your 
jobber or direct from us. 
GRAND HAVEN STAMPED PRODUCTS CO. 
GRAND HAVEN, MICHIGAN 








MAKES IT 


pROCEX 
PROTECTO COMBINATION 
Sash Balance 


and 
Weatherstrip 


The modern sash 
balance for today's 
building and modern- 
izing. Low cost— 
easily installed. 














INDEPENDENCE LUMBER & Mec. Co. 


Independence, Oregon 


Telephone: Independence 42 Teletype: Independence 370 
Mills at Independence and Arell, Oregon 


DAILY CAPACITY 300,000 FEET 


DOUGLAS FIR 


Quality Stock @ Double End Trimmed 
Eased Edge Dimension - 


KILN DRIED UPPERS AND COMMONS 


MEMBER WEST COAST LUMBERMEN'S ASS'N 











AUTOMATIC 
GC: A CO Geet 


TANNEWITZ 


for Swing Saws 


SAVES 


30 Days Free Trial 


$30 to $50 A MONTH 
IN LUMBER AND LABOR 


ORDER NOW OR SEND FOR 
CIRCULAR 


TANNEWITZ WORKS 


GRAND RAPIDS 
MICHIGAN 











D. M. McCuintock LumBer Co. 


- Terminal Sales Building, PORTLAND 5, ORE. 
Telephone: Atwater 9355 


Douglas Fir, Red Cedar, Sitka Spruce 
and Hemlock Lumber — Shingles 


Mill Agents for 


Engle & Worth Lumber Co., McMinnville, Oregon 
Timber, Inc., Harrisburg, Oregon 
Luckiamute Lumber Co., Pedee, Oregon 
Keystone Lumber Co., Myrtle Creek, Oregon 
Judd Creek Lumber Co., Riddle, Oregon 
Canyon Creek Lumber Co., Canyonville, Oregon 
Silver Peak Lumber Co., Riddle, Oregon 





eee a 





Protecto Sash Balance 
shown installed in jamb 
complete with housing, 
Sash Springs and Spring 
cover. 





NO 604-/76~ 
NO. 605-1" 
PROTECTO 
WEATHERSTRIP 
CAN BE USED 





SEPARATELY WITH 
OTHER BALANCES 


Now—in one unit—the Protecto Sash Balance offers the advantages of an ideal sash 
balance and weatherstrip assembly. Sturdy streamlined construction of Stainless 
Steel, Aluminum or Bronze. All material and construction are superior quality. 
Easy installation. Recommend Protecto Combination Sash Balance and Weatherstrip 
to your customers—and you'll sell them every time. 


WRITE TODAY FOR CATALOG AND SAMPLES 


Protecto Sash Balance parts — showing methods of 
fastening spring at bottom of sash with nail or hook. 


PROTEX WEATHERSTRIP MANUFACTURING CO. 


4508 S. Western Ave. Chicago, Ill. 








The Perfect 
Business Card 
for Salesmen 


creates the first impression 
in the mind of the buyer — 
the impression of prestige 
and quality which frequently 
requires years of service and 
salesmanship to build. 

A sample tab of perfect business 

cards are yours for the asking 


The JOHN B. WIGGINS (Company 


(Established 1857) 


640 So. Federal Street, Chicago 5 


WIGGINS 








Peerless Book orm 
OF.U SAB) 
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Brinker Lumber Co. Now 
Operating as Retail Yard 

The Brinker Lumber yard, Bad Axe, 
Mich., was recently leased by Clyde 
Tetreau, building contractor, and re- 
opened February 15 as a retail yard, 
according to Clayton Brinker, presi- 
dent of Brinker Lumber Co., Inc. 

The yard was closed September 15 
of last year as a retail outlet and 
since that time, the Brinker company 
has been operating in Bad Axe only 
as a wholesale unit. The yard will 
continue under the name of the 
Brinker Lumber Co. 


Pierceton Lumber Co. 
Sold to M. Spann 

On February 1, 1950, M. Maynard 
Spann assumed ownership of the 
Pierceton Lumber Co., Pierceton, Ind., 
formerly owned by W. B. Schaefer, 
South Bend, Ind., and W. F. McGary, 
Pierceton, Ind. Mr. Spann plans to 
make the yard a complete building 
service establishment and will handle 
any step in the construction field 


Vlames in the News 










from the designing and blue printing 
service to final completion of the job. 
The firm will carry a complete line 
of lumber and building materials. 

W. B. Schaefer will continue his 
commission sales office at 208 Christ- 
man Building, South Bend, Ind. 


Color Featured in New Insulite 
Interior Finish Products 


Insulite’s new 1Y5U line otf interior finish 
building materials with “consumer ap- 
proved” decorator colors were revealed 
for the first time at a recent Insulite sales 
meeting. Viewing the new product are. 
left to right: C. T. MeMurray, vice presi- 
dent in charge of sales: Donald D. Davis. 
president of Minnesota and Ontario Paper 
Co., parent Insulite organization; Faber 
Birren, color consultant for Insulite; and 
M. C. Fairfield, Insulite sales manager. 









Porter-Cable Adopts 


































































YES 


profits . 


Dept. A-L 


MAKE MORE MONEY 


on Bronze, Aluminum and 
Stainless Steel Specialties 


LOWEST POSSIBLE 
PRICES to net you attractive 
- . on NEWMAN non- 
ferrous railings, gates, grilles, 
doors, entrances, tablets, letters, 


quality since 1882. 


TODAY write for folders 
FREE and complete information. 
DO IT NOW!!! 


NEWMAN BROTHERS, Inc. 


“FAMOUS FOR FINER QUALITY FOR 68 YEARS" 











famous for finer 


Cincinnati 3, O. 








Manufacturers of 


West Virginia Hardwoods 
Rainelle, W. Va. 





the 

University Procedure ani 

The Porter-Cable Machine Con. Mi 

pany, Syracuse, N. Y., recently bega wh 

to award “sheepskins” to new fielj the 

representatives who complete the stl 
course of instruction in the firm; 

Sales Training School. The men pr. Pe 

in 

in 

sy 

na 

gr 

by 

Ce 

RECENT graduates of the Porter-Cabk a 
Sales Training School: N. B. Leydorl, 

Pierce McConaughy, H. F. Smith, Neil SP? 
Rowe, John R. Perkins. E. C. Wheles. 

Robert Ingraham, Sales Training Instrue pl 

tor. and J. J. Howe. of 

th 

ceive the degrees of M.G. (Master of al 

Guild Tools) and D.S. (Doctor of @ P! 

Speedmatics). Porter-Cable manufac. ie 

tures portable electric tools which - 

are sold under the trade name - 

“Guild” and “Speedmatic.” : 

The certificates bear the names of li 

John A. Proven, “Exalted Ruler of Mm ® 

the ‘Knights of the Road,’” who is ¥e 

vice-president in charge of sales for P: 

the company; John I. Dean, “Dean, a 

Dean, Drummer Extraordinary,” who | 

is Mr. Proven’s assistant and directs ? 

a 

Cc 

v 

THE MEADOW RIVER |j) 

q 

LUMBER CO. | 








































for catalog and ‘Power House’. 
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YOUR COMPLETE NEEDS 
IN SAWMILL MACHINERY 


Band Mill carriages . . . edgers . . . Portable Mills 
. .. Log stop and Loader .. . Shotgun steam feeds 
. . . Automatic feed table for planing mills. Write 










MACHINERY wig 
CORP, pie 

















Now in Our New Larger Modern Plant at 5237 E. Marginal Way 
SEATTLE ASH. 


CONE GRAT 


*Burns 25%, More 
*With 75% less smoke and 
cinders. Fool proof 
We Also Bulld 
BOILERS—5 TO 1200 HP. 
TANKS and STACKS 


STRUCTURAL STEEL 
FABRICATORS 


MFRS. FLANGED & DISHED HEADS 


BURNER = 
















We Stock 
Straight & Bent Boller Tubes 


SEATTLE BOILER WORKS 








eo 
—— 
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the program of the Training School; 
and Robert Ingraham, “Professor of 
Miscellaneous and Sundry Mechanics,” 
who is Sales Training Instructor of 
the Company. The new idea was in- 
stituted by Mr. Proven. 


Perlite to Triple Its Capacity 
in Modernization Program 


A $100,000 modernization program, 
including installation of conveyor 
systems, bins, and an additional fur- 
nace to process the lightweight ag- 
gregate Perlite, will be undertaken 
by the Perlite Manufacturing Co., 
Carnegie, Pa., T. C. Ward, president, 
announces. The improvements will 
triple the company’s production ca- 
pacity. 

The new furnace will enable the 
plant to process two tons per hour 
of raw Perlite, a volcanic rock, into 
the finished product used in plaster 
and other building materials. Daily 
production capacity will be raised to 
3,600 four-cu.-ft. bags, enough to 
cover 40,000 sq. yds. of wall surface 
as a plaster aggregate. 

The ready acceptance given Per- 
lite is due to its great weight-savin2 
advantages as well as its insulation 
and acoustical properties in finished 
plaster and other building applica- 
tions, according to Mr. Ward. 

The material weighs about eight 
lbs. per cu. ft.—only one-twelfth the 
weight of the sand ordinarily used as 
a plaster aggregate. When used with 
cement, a concrete can be produced 
which is lighter than water and has 
high insulating and __fire-proofing 
qualities. 


Best Customers in Farm Areas, 
Students Told 





What Fence the Corner Forty? “Of 
course.” was the answer given University 
of Illinois short course students following 
4 tour of two Peoria, Ill., industries. The 
“John Tumbledown” farms, with the 
tumbledown fence rows, are where the 
best customers are, the students of a 
lumber and materials course were told. 
In the picture are, left to right, J. Robert 
Langton, district sales director of Key- 
stone Sieel & Wire Co., pointing to the 
corner forty”; Helen Norris, assistant 
secretary, and John D. McCarthy, secre- 
lary of the Illinois Lumber and Material 
ealers Association; and R. P. Metzger 


of Mattoon, one of the 47 students.—Star 
photo, 
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It’s the V 
that makes the difference 


/ V-EDGE 
CASINGS 


For Windows and Doors 








Smoother joints, cleaner work, 
easier painting and _ finishing — 
these are only part of the advan- 
tages. Let us send you our. illustrated 
folder which tells the whole story 
of this better, low-cost metal casing 
made in bull nose and square nose, 
short flange or expansion flange. 





YEAR 


PENN Meta. CompPaANy, INC. 


General Sales Offices: 205 East 42nd Street, New York 17,N. Y. 


District Sales Offices 
Boston . New York: . Philadelphia . Chicago . Detroit. . Indianapolis 
Seattle : Los Angeles .* San Francisco. Dallas . Parkersburg; W. Vo 
: Factory: Parkersburg, W. Va 














Cascade Mountains 
Comes 


HI-HEMLOCK 


Top Quality 
Lumber 


AY \ From HIGH in the 


L\ Every stick of Willamette Hi-Hemlock is kiln-dried. 
L\ It’s carefully manufactured, accurately graded and inspected. 


It won't warp or twist... stays straight in bins—straight when 
used. 

L\ It works easily—is strong—yet light in weight. 
It’s available in dimension, flooring, ceiling, siding, finish, 


shop, ladder stock and other standard items. 


For your best buy in lumber—Specify 
Willamette HI-HEMLOCK 





WILLAMETTE VALLEY LUMBER CO. 


DALLAS, OREGON 
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When ité OMK FLOORING you want 


Use Our MIXED 
CAR SERVICE 


You can benefit by regularly using the mixed car 
service of W. T. Smith and getting the variety you need 
to balance your stocks of oak flooring, pine, cypress and 
hardwoods. Place your order today and begin enjoying 
—as have others for 65 years—the convenience and 
economy of maintaining a balanced inventory through 
this permanent source of supply. 


Selective Cutting Assures Permanent Supply 








CHAPMAN, 
66 YEARS OF MANUFACTURING YELLOW PINE 


ALABAMA 
AND HARDWOOD 








PONDEROSA PINE 
WHITE FIR 


SUGAR PINE 
INCENSE CEDAR 





TRANSIT CARS IN ALL GRADES 
GIVE YOU RAPID SERVICE 





ASK FOR OUR SPECIAL OFFERS! 


H. S. CHISHOLM, INC. 
737 W. 3rd St., Reno, Nevada 
Phone 2-5043, 2-1700 


SHOPS 
Glued Stock 


TWX RE-40 


COMMONS 


Patterns 


SELECTS 
Cut Stock 











Take Advantage of Our Present 


LOW PRICES 


Warehouse or Carload Shipments 


We Can Give You Prompt Shipments of High Quality Birch 
Plywood — Birch Veneer — Birch Lumber — Birch Doors 


BIRCH PLYWOOD 


Stock Panels 
Grades: A-!, A-3, 1-3, 
2-3, 3-3 
All Thicknesses: |/8'' to 3/4" 


Complete Stock Sizes or Your 
Sizes Upon Request 


Door Panels 
Grades available: 1-2-3 


1/8" to 3/16" 3 ply panels 
available for all standard doors 


1-2, 2-2, 


Phenolic, Urea, Melomine, and 10 Cycle Glue. All hot press glues, 
on Door Panels and Stock Panels. All birch plywood meets standard 
CS 35-47 Bureau of Standards specifications. 


Birch Veneer 
Rotary and Sliced Cut 
Standard Thicknesses 


Faces, Backs, Cross Banding & 
No. | Sheet Stock 


Specify your Requirements 


Birch Lumber 


All Standard Grades and Thick- 
nesses 


Kiln dried and air dried 


Each car carries NHLA Certifi- 
cate of Inspection and Tally 


ACT NOW -- WIRE -- PHONE -- WRITE TODAY 
FOR NEW LOW PRICES 


W. R. BRAUND COMPANY 


Suite 214, Dept. CD, Wabeek Bldg., Birmingham, Michigan 
Telephone 5022 TWX Birmingham 500 
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SPECIFIED LEN 


TH 


Grade Stamped 


DOUGLAS FIR 


SPECIFIED DIMENSION 
OUR SPECIALTY 


We can ship straight cars of one length or any specified lengths 
you want. Boards and small timbers of course. Also precision 
trimmed Studs cut to exact length. 


Let us know your needed items. 


\AAR-K ANG MANUFACTURING CORP. 


TIGARD sd fe) iiete),| 
Telephones — Portland Line CH. 3330 or Tigard 2301 





American Double Swivel Load Binder 
THE ORIGINAL ALL STEEL 


For binding (Goodyear Pattern) 


LUMBER, LOGS. 
Holds load firm- 
ly. Strongest... 
forged steel 
throughout . . « 
easiest to use 
» » most prace 
tical and effec. 
tive. Three 
sizes. Write for 
circular and full 
information. 


“American” line of Logging Tools and Appliances is the best on 
the market. 


QHEN 


Write for Catalog 


AMERICAN LOGGING TOOL CO. 
Evart, Mich. 











Gives Siding Jobs Improved 
Protection and Appearance 


On every Asbestos Siding job § 
where appearance is essential, you | 
can save valuable time, simplily | 
fitting at corners and along wit 
dow and door frames, give adde 
protection, by using individual 
zine corner strips . . . Made of 
oxidized zinc . . . will not stain. 
Lengths suitable for any Asbestos 
Siding Shingle. For complete de 
tails write 


BUGHER MANUFACTURING CO. 
211 South Main Street, Kokomo, Ind. 
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New York Office Opened 
By Virginia Mutual Products 


J. A. Patrick, president of Virginia 


Metal Products Corporation, Orange, 
Va., has announced the opening of 
new offices of the company in the 


Western Union Bldg., 60 Hudson St., 
New York City. These enlarged office 
facilities were established in order to 
staff a complete engineering service 
on metal building products, movable 
steel partitions and library equipment 
manufactured by the Virginia Metal 
Products Corporation. 


B. A. Mayhew Heads Fordyce 
Lumber Company 

B. A. Mayhew, general manager 
and vice-president of the Fordyce 
Lumber Company, Fordyce, Ark., was 
recently elevated to the presidency of 


B. A. MAYHEW 


the company, well known as _ proc- 
essors of Arkansas soft pine and 
hardwoods, and manufacturers of 
Royal Oak flooring. Mr. Mayhew be- 
gan his career with the Fordyce 
plant 45 years ago, as a clerk. Later 
he became assistant manager and 
then manager. 

In addition to his wide interest in 
civic affairs, Mr. Mayhew is_ vice- 
president of the Fordyce Bank and 
Trust company. He also holds the 
record of the longest continuous 
service as an alderman, having re- 
ured from the council two years ago. 

He has been active in industry as- 
sociation work, and is now chairman 
of the Board of the Southern Pine 
Inspection Bureau, director of the 
Southern Pine Association, past presi- 
dent in the National Oak Flooring 
Manuf: cturers’ Association and is ac- 
tive in the “Keep Arkansas Green” 
Movement as a member of its Execu- 


tive Committee and its first financial 
chairman, 


— Mayhew sueceeds Edward C. 
Tosse't. who was named chairman 
of the board of directors. 
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Companies pbuneunce 


Tom W. Bond recently joined the 
Bradley Lumber Company of Arkan- 
sas, Warren, Ark., as sales manager 
of the Hardwood Flooring Depart- 
ment. After spending 21% years in 
the flooring sales department at E. L. 
Bruce Company, Memphis, Tenn., Mr. 
Bond resigned in 1947 to go in busi- 
ness for himself. In January, 1949, 
he became associated with the Cloud 
Oak Flooring Company at Spring- 
field, Mo., and remained there until 
January of this year when he joined 
the Bradley Lumber Company. 





Gordon C. Estes was appointed ex- 
ecutive vice-president of Globe Siding 
Products Co., Whiting, Ind., according 
to Abbott Coburn, president of the 
organization. Mr. Estes has a valu- 
able background of experience in the 
asphalt roofing and insulating siding 
fields. For 23 years he was general 
sales manager of the Lehon Company 
(Mule-Hide products). Mr. Estes left 
Lehon to accept a position as mer- 
chandise manager for Certain-Teed 
Products Corporation, and after two 
years resigned to become general 
manager for Jones & Brown, Inc., at 
Pittsburgh, Pa. Globe has developed 
laminated products on a new machine 
that is approximately 400 feet long 
and after several years of experi- 
mental work, is now entering into a 
substantial sales expansion program 
which Mr. Estes will direct. 


Emanuel “Mannie” Feldman is now 
associated with Feldman Wood Prod- 
ucts Co., Inc.—wholesalers and job- 
bers of White Pine Moldings and 
Millwork—with headquarters in Long 
Island City, N. Y. He will cover the 
wholesale distribution for Sam Feld- 
man in Connecticut and Westchester 
territory. Mr. Feldman was formerly 
field representative with J. A. Melnick 
Co. 


Keith C. Aldrich was appointed 
general manager of Blair Veneer Co., 
North Troy, and of its subsidiary, 
Vermont Plywood, Inc., Hancock, Vt. 
In his new capacity, Mr. Aldrich will 
have responsibility for log procure- 
ment and other purchasing, produc- 
tion, sales, accounting, and all other 
administrative functions. For the 
past 16 years Mr. Aldrich has been 
connected with the Vermont Plywood, 
Inc., at Hancock, and for the last sev- 
eral years he has managed its opera- 
tion. Mr. Aldrich will make his head- 
quarters in North Troy, from which 
he will conduct both businesses as 
one unit, pending their legal merger 
in the near future. Announcement of 
Mr. Aldrich’s appointment was made 
by the Owens-Illinois Glass Co., 
Toledo, Ohio, owners of the two Ver- 
mont plywood concerns. The general 
offices of both the Blair Veneer Co., 
and Vermont Plywood, Inc., will be in 
North Troy. 








ADVERTISING 
PAYABLE IN ADVANCE 


American Lumberman & Building Products 
Merchandiser is published every other Satur- 
day. It publishes the largest strictly classi- 
fied advertising section in its field. 

All ads for classified section must be in Pub- 


ub- 
uniform 
No cuts or special borders 
allowed. Please indicate classification de- 
sired. Publisher reserves right to classify, 
edit or reject any ciassified advertisement. 
No agency commission or cash discount 
allowed. 

Terms — Cash With Order 

Minimum Charge $2.00 
Rates: 


1 Time —10c per word for each 
Minimum charge of 50c 
3 Times —9c per word for each 
Minimum charge of 45c 
6 Times — 8c per word for each 
Minimum charge of 40c 
26 Times — 7c per word for each insertion. 
Minimum charge of 35c per line. 
For advertisements bearing box number count 
five extra words. There are approximately 
5 words to a line and when less are specified 
er used, regular line rate is charged. 
When answering box numbers or mailing 
copy for ads address them to: 
AMERICAN LUMBERMAN & 
BUILDING PRODUCTS MERCHANDISER 
139 N. Clark St.. Chicago 2. Ill. , 


HELP WANTED 


lisher’s office 10 days preceding date of 
lication. Advertisements are set in 
6 point style. 


insertion. 
per line. 
insertion. 
per line. 
insertion. 
per line. 











MILLWORK estimator and draftsman, prefer 
middle aged man highly experienced. Excel- 
lent wages and working conditions if properly 
qualified. Give age. experience data and all 
other information in detail. Whelan Lumber 
Co., Inc., Topeka, Kansas. 





WANTED 
Experienced detailer and biller, special mill- 
work plant. State age, salary expected. 
Davidson Sash & Door Co., Inc., P. O. Box 
975, Lake Charles, La. 


COUNTER SALESMAN wanted by old estab- 
lished company in center of Michigan. Perma- 
nent position with excellent chance for ad- 
vancement for a young man 25 to 35, experi- 
enced and interested in selling. display. and 
merchandising of lumber and allied products. 
Write fully reqarding experience to Box Y-32, 
American Lumberman, Inc. 








Wanted man with retail building materials 
yard experience; competent, aggressive sales- 





man; able to ge all p of lumber 
yard operation. In reply give full details of 
age, marital status, experience, education, 


- Address Box Y-44, American Lumberman, 
nc. 





Office salesman, experienced, for retail lum- 


ber and millwork. Good salary, bonus, 
steady. profit sharing retirement plan. Siegel 

er Company, W. Grand Ave., Tele- 
phone National 2-2100. 





MANAGER CALIFORNIA 
Man of proven ability with capital wanted to 
manage and share in ownership of long estab- 


lished retail yard, volume $20,000.00 per 
month. Address Orrie W. Hamilton, 111 West 
Seventh Street, Los: Angeles 14, California. 


telephone Tucker 6108. 





Wanted man for position as assistant manager 
in retail building materials yard. Experience 
not necessary but desirable. In reply give 
full details of age, marital status, experience. 
education, etc. Address Box Y-45, erican | 
Lumberman, Inc. ; 
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HELP WANTED 


SITUATIONS WANTED 








Do you wish to invest in a retail lumber 
outlet that you would manage? Men now 
making $4500 to $9000. Make immediate ap- 
plication. enclosin 
cation Michigan. 
Lumberman, Inc. 


ssible. Lo- 
, American 


snapshot, if 
ddress Box Y- 





Wanted: Assistant manager. age about 30 
years, capable of keeping books, who can 
wait on yard trade, assist in the office and 
take charge during the absence of the man- 
ager. Please state references and salary ex- 
pected. Address Box X-63, American Lumber- 
man, Inc. 





Wanted: Manager of growing an 
Jobbing House located in Mid West. 
Excellent chance for a producer. Good 
Write 


Box Y-26, American Lumberman, Inc. 


salary and share of profits. 





Good opportunity for experienced yard man 
qualified to assume responsibility for incom- 
ing and outgoing lumber and building sup- 
plies. Must possess ability to direct men. 
Central Michigan location. Enclose snapshot 
of self, if possible, with application. Address 
Box Y-33, American Lumberman, Inc. 





Wanted Yard Manager 


One Man Yard—small town—must be a go- 
ore, Independent yard. Must be able to 
o all buying. selling and bookkeeping. 
Should be able to speak German. Salary 
$225.00. 10% of the net profit. Good wee 
tunity for right man. Long Lake Elev. & Lbr. 
Co., John Wolff & Sons, Long Lake, So. Dak. 





Wanted experienced, aggressive young man 
for Assistant Manager and Bir foreman with 
line yard firm in city of 100,000 in Southeast- 
ern Nebraska. Excellent salar 
conditions. Address Box Y-47, 
berman, Inc. 


and working 
merican Lum- 





Lumberman—Retail lumber firm in one of Mis- 
souri's best cities, whose owner must reduce 
activities because of ill health. needs alert, 
——— young man experienced in every 
phase of the retail lumber business to train 
to take over the major part of the manage- 
ment. May have an opportunity to buy stock 
in firm later. Give age, education, experi- 
ence and references in first letter. Address 
Box Y-48, American Lumberman, Inc. 


Retail Lumberman desires change. 36 years 
old. 12 years experience, 4 years as manager 
small lumber yard. Prefer to locate in Kan- 
sas. pote Box No. X-49, American Lumber- 
man, Inc. 





Detailer and biller, age 29, experienced in 
all lines special millwork, desires position in 
Southwest. Address Box Y-30, American Lum- 
berman, Inc. 


EXPERIENCED LUMBERMAN 
Position wanted by middle age married man, 
20 years experience as manager, 11 years 
with one firm, 8 years with two firms as 
counterman, bookkeeper and salesman. Can 
report for duty on short notice. References 
from past employers. In reply please give 
location and full information. Leioces “Lum- 
berman,”’ 706 Roberts, Denton, Texas. 


SALES REPRESENTATION | 
AVAILABLE 


MANUFACTURERS REPRESENTATIVE 
covering Wisconsin and Northern Illinois with 
lines of unfinished furniture desires compan- 
ion lines for same territory. Address Box Y-43, 
American Lumberman, Inc. 




















SALES REPRESENTATION 
WANTED 


MANUFACTURER’S REPRESENTATIVES 
WANTED 


To sell nationally known and advertised con- 
cealed spiral-type sash balance with many 
highly desirable and exclusive features. Re- 
quire men having good contacts with build- 
ing supply houses, sash mfgrs. and large 
builders. Tell us lines you carry, territory 
covered and other qualifications in first let- 
ter. Your reply will be held in strict confi- 
seams. Write Box Y-21, American Lumberman, 
nc. 














WANTED: REPRESENTATIVES 


Established manufacturer of package receiv- 
ers, clothes chute doors and other building 
specialties, desires sales representatives now 
calling on lumber and building supply deal- 
ers. Liberal commissions. Please state terri- 
tory interested in. H. F. Cox Company, 601 
Ottawa Ave., N.W., Grand Rapids, Michigan. 


USED MACHINERY WANTED 


Wanted — 4-way Planer and Resaw. Holzer 
ee Co., Route 2, Box 526, Milwaukee 15, 
is. 














ASSISTANT MANAGER WANTED 

By progressive retail lumber and building ma- 
terial yard in Northern California. Must be 
capable, experienced in retail selling both 
outside and inside, not over 35, willing to 
work, able to assume responsibility and have 
a desire to get ahead. Good starting salary. 
This is a real opportunity for the right man. 
Give full details. Address Box Y-50, Ameri- 
can Lumberman, Inc. 





HARDWARE — LUMBER MAN 
Experienced in retail builder's hardware. 
paint, pl ing and lumber. Want one ca- 
pable of taking charge of hardware depart- 
ment doing a substantial volume per year 
now, with prospects of increasing it. Must 
have good knowledge of advertising, displays 
and sales. We have been established over 
twenty years, have a modern store and plan 
expanding. We are located in one of the 
most rapidly growing suburbs of Detroit. Re- 
ply in own handwriting, stating age, de- 
pendents, religion, education, experience, ref- 
erences, when available and salary expected. 
Address reply to: Box Y-49, American Lum- 
berman, Inc. 





EXECUTIVES—ARE YOU CONTEMPLATING A 
CHANGE? Then why trust to luck in locating 
your new position? Let us tell you about our 
service which is an economical, effective and 
confidential method of opening the door of 
opportunity with the right employer. For full 
articulars without obligation write HINES 
EXECUTIVE SERVICE. Department ‘‘O’’, 901 
Douglas Building. Chicago 4, Illinois. 





Wanted—Experienced bookkeeper. State age. 
experience and references. Retail Yard, sound 
business, gc opportunity. Large town, S. 
E. +4 — tite Box X-46, American Lumber- 
man, inc, 


80 





Wanted—One 10x12 ga. circular saw, 50” or 
more in diameter — you are having trouble 
with. F. Roberts, 2351 N. 4th Street, 
Columbus, Ohio. 


oe 





—————— 


WANTED TO BUY — 
MISCELLANEOUS 


RAILS WANTED 
Any weight—Any tonnage 
W. H. DYER CO., INC. 
1859A Railway Exch. Bldg., St. Louis 1, Mo. 














STEEL RAILS WANTED 
Any Quantity — Any Size 
Secure our price before selling 
MIDWEST STEEL CORPORATION 
Charleston, W. Va. 


LUMBER & DIMENSION 
WANTED 











We want to . 

200,000’, 4/4, #2B Common & Better, Appala- 
chian Poplar. 

200,000’, 4/4. #2B Common & Better, South- 
ern Poplar. 

One Car, 6/4, FAS and One Face-FAS, White 
Oak, Appalachian Mountain Stock. 

One Car, 4/4, #1 Common & Better. Soft 


Maple. 
One Car, 4/4, #1 Common & Better, Hard 
Maple. 
In writing please make us rs lowest prices, 
naming loading point. and describing stock 
as to dryness. whether circular or band 
sawn, percentage of 14’ and 16’ lengths, av- 
erage widths, and percentage of qounee. and 
= Address Box Y-24, American Lumberman, 
nc, 


February 


LUMBER & DIMENSION 
WANTED 


Wanted: 4/4, 5/4, 6/4, & 8/4 Cherry. Warre, 
Ross Lumber Company, Falconer, N. Y. 











Our requirements for 1950. Six million feg 
Western softwoods, dimension, sheathing, 
finish and pattern. Desire direct mill connec. 
tion. Chain yard. Well rated. Box 662 
Saginaw, Michigan. 





WANTED: Financially strong eastern whole. 
saler of —. experience requires regula 
shipments of Southern Yellow Pine Yard and 
Shed Stock. Idaho White Pine and mixed 
species. Ponderosa and Sugar Pine. Douglas 
Fir and allied species. Send us your stock 
and price lists. Address Box Y-28, American 
Lumberman, Inc. 





SWAP 
Brand new Hercules full Diesel—6 cylinder— 
228 H.P. Complete with twin disc clutch 
skid mounted—electric starter. Will trade for 
$2500.00 worth in lumber. Tell us what you 
have. FREY BROS. LUMBER CO., Michigan 
City, Indiana. 





WANTED—Furniture parts for maple bedroom 
furniture. Ready for assembling. Address 
Box Y-51, American Lumberman, Inc. 


QUOTATIONS WANTED 
Wholesale and retail 
Lumber Yard wants quota- 
tion on carload and truck 
load lots of rough also 
finished lumber. HOLZER 
LUMBER CO., Route 2, Box 526, 
Milwaukee 15, Wis. 








BUSINESSES ‘WANTED 


INTERESTED IN BUYING going. modem 
southern pine lumber plant, with available 
timber location, preferably in or near town 
of 10,000 to 20,000 population. Write for full 
particulars to Box X-5l, American Lumber 
man, Inc. 








alana 
— 


LUMBER & DIMENSION 
FOR SALE 











THE BUCHANAN LUMBER 
COMPANY 


CUMBERLAND, MD. 
eeee manens 
° 
Millwork of Superior Quality 


rom 
Appalachian Hardwoods and All 
Species of Softwoods 


Quick Service 
CL or LCL Shipments. 


Special Cut-to-length Mouldings 
and Trim Stair Treads and Railing 
—Plank Flooring—Wall Paneling— 
Door Sills—Thresholds. 


Special Windows, 
Frames for Schools, 
Industrial Buildings. 


Doors, and 
Homes, and 





FOR SALE 
PONDEROSA PINE D AND BETTER LUMBER 
airdried, dressed and rough, RW and RL. 
Besides direct mill shipments can also de 
liver to trailer trade at warehouse in Laredo. 
Sales are made in carload lots only. We 
solicit inquiries. 

R. G. Garcia 

Importer—Exporter 
309 Sames-Moore Bldg., Laredo, Texas 





LUMBER FOR SALE 

PONDEROSA PINE SELECTS. 
C & Better, Selects, allowing a maximum of 
15% OD, 25/32”, thoroughly dry 
bright. Present inventory 200,000 feet: 1x4 to 
1x12, R/L. Prompt mill loadings; carlo 
only. Can contract on 4/4 S4S Selects, Mould- 
ing and Shop Common. Address Box Y-3 
American Lumberman, Inc. 


25, 1950, AMERICAN LUMBERMAN & 





